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who took his pail and sat down in the 


middle of the field on a rock and 
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waited for the cow to back up to be 
milked was first cousin to the fellow 
who would not advertise in the Atlantic 
Coast Lists, but expected the country 


people to fall over each other in their 


eagerness to buy his goods because his 
advertisement appeared in the City 
Dailies. 

1400 local country papers. They reach weekly one-sixth of all 
the readers of the United States outside of large cities. 


One order, one electrotype does it. 


Catalogue free. 


-++» Atlantic Coast Lists -- - 


134 LEONARD ST., NEW YORK. 
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Vol. IX. 
FIRST PRINCIPLES IN ADVER- 
TISING, 

‘By Foim Irving ‘Romer. 

(An address delivered before the University of 
Pennsylvania, School of Journalism, Tuesday, 

Dec. 5.) 

GE EMEN OF THE UNIVERSITY 
OF PENNSYLVANIA—It is eminently 
proper fora class in journalism to de- 
vote some time to the consideration of 
the subject of advertising. It is a trite 
saying that without its advertising 
patronage the newspaper of to-day 
would be impossible, How much of 
an impossibility few of us, perhaps, 
realize. At least two-thirds of the 
income of the average newspaper is 
derived from advertising, and in many 
cases the proportion is much larger. 
It is true that there is not much sym- 
pathy existing between the ‘“‘ up- 
stairs” and ‘‘ down-stairs” factions, 
as the editorial and business depart- 
ments are respectively known. The 
members of the editorial staff are 
inclined to take the view that to them 
alone belongs the credit for the suc- 
cess of the paper, while the advertis- 
ing manager smiles pityingly as he 
reflects that were it not for 7s vigi- 
lance the reporters might in vain pre- 
sent their bills at the cashier’s window. 
In reality, these two departments are 
supplemental to each other, and the 
smooth working together of each is 
essential to the greatest degree of 
success, 

The editorial and business depart- 
ments are radically different fields of 
endeavor, It is rare that a man is 
found who can shine equally well in 
either branch. There are some not- 
able exceptions that prove the rule. 
Mr. Laffan, publisher of the New 
York Sun, first became connected with 
the paper on its editorial side, and 
even to-day ranks as an art critic of 
much ability. Mr. George F. Spinney 
was for several years a brilliant Albany 
correspondent for the New York 
Ties, but he now acts with equal 
success as the head of its business 
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management, Cases where — such 
changes have resulted in failure are 
more frequent, however. It takes a 
many-sided man to discharge success- 
fully the duties of such widely differ- 
ing positions, A good writer is or- 
dinarily anything but a good business 
man, and it is the business faculty 
that comes into play on the down- 
stairs end of a newspaper, I take it 
that the majority of the students in the 
course of journalism at the University 
of Pennsylvania have in mind entering 
the field of editorial endeavor, but a 
knowledge of what is going on in the 
business department, and the channels 
through which the great proportion of 
a newspaper’s income is derived, will 
never come amiss, 

In the smaller newspaper offices the 
positions of business manager, editor, 
and even printer, are often combined. 
But with the larger papers pains are 
taken to keep the departments dis- 
tinct. 

The value of a newspaper to an 
advertiser is primarily and principally 
its circulation. No matter how brill- 
iant its editorials or how excellent its 
news service, if a journal has not suc- 
ceeded in establishing its circulation on 
a firm basis, the advertiser has no use 
for it. Ile is paying for the privilege 
of addressing the audience that the 
editorial staff has gathered together. 
Here lies the great difficulty in estab- 
lishing a new paper. Until it has 
been in existence long enough to have 
attained a certain prestige, the adver- 
tiser fights shy of it. It has been 
said that the advertising patronage is 
the last to come to a paper, and the 
last to leave it. The advertiser knows 
that a good paper must be published 
for a long time before it can be said to 
have acquired a_ steady clientage. 
When that event comes to pass he will 
want to use it, but not #//then. Many 
newspapers starting out with bright 
prospects prove failures. The distin- 
guished publisher of the Chicago //er- 
ald, and president of the American 
Newspaper Publishers’ Association, 
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Jas. W. Scott, who has himself worked 
up from the ranks, recently made the 
statement that the majority of news- 
papers in the country are to-day being 
conducted at a financial loss, The 
trouble is that there are too many 
newspapers for the population, In 
the United States to-day there are over 
20,000 newspapers of different kinds 
being regularly issued. Great Britain 
has only 2,272. We Americans are a 
great nation of talkers, and like to air 
eur opinions publicly. Some of us are 
even willing to pay for the privilege, 
as the great number of unprofitable 
newspapers bear witness. 

Many inexperienced men, in con- 
templating the launching of a new 
paper, count confidently upon the re- 
ceipt of a large sum from advertising. 
But when the advertiser is approached 
he is found to be acool, careful man 
of business, who utterly fails to en- 
thuse over brilliant prospects, and who 
has at his command an infinite number 
of excuses for not complying with the 
request of the embryo publisher. 
Statistics show that about one-tenth of 
the total number of papers in the coun- 
try expire every year, I well remem- 
ber the effect made upon me by the 
publisher of a certain daily supposed 
to be pretty successful when he stated 
that if he could only get his capital out 
of the newspaper business he would 
seek some other field of employment. 
Yet it cannot be denied that some new 
papers do turn out to be successful, 
and when they once commence to make 
money they make it fast. Yet the 
proportion of New York J//eralds, 
Philadelphia Ledgers, Washington 
Stars, Boston Globes, Brooklyn 
Eagles and San Francisco Examiners 
is exceedingly small. 

How much money is spent annually 
in newspaper advertising? Probably 
any estimate less than two hundred 
millions of dollars would fall short of 
the facts. Some single firms have 
spent as much as half a million in a 
year, To put out such enormous 
sums requires a large machinery in and 
out of the advertisers’ offices, and the 
business (or the art, as you may choose 
to consider it) commands the services 
of men of a high order of ability 

‘* Advertising men” is a pretty 
broad expression, and really includes 
three distinct classes: First, adver- 
tisers and their employees; second, 
advertising agents ; third, solicitors, or 
the employees of the publishers. To 
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obtain a correct idea of the functions 
of these three classes let us consider 
each in succession. First, I will in- 
vite you to accompany me to the office 
of a typical advertiser and note what 
is taking place there. No better ex- 
ample for our purpose could be 
chosen than the Royal Baking Powder 
Co., which is the largest dispenser of 
advertising in the world. Upon enter- 
ing the advertising department you 
find yourself in a large room where are 
some twenty clerks seated at desks. 
They have nothing to do with any 
branch of the business except news- 
paper advertising. They are checking 
clerks, bookkeepers and correspond- 
ence clerks. The checking clerk’s busi- 
ness is to keep track of the appearance 
of the advertisement in each issue of 
the different papers, so that when the 
bill comes to be paid the cashier may 
know that the work has been properly 
done. When it is considered that the 
advertisements of this concern appear 
in 14,000 papers, it will be seen that 
this in itself is no small task. In the 
center of the room on flat tables are 
piles of papers opened out at fuil 
width for the convenience of the 
checkers. A mezzanine floor runs 
about the room, on which are large 
pigeon-holes extending to the ceiling. 
Here are filed the papers—each jour- 
nal in a compartment by itself, the 
different issues being preserved for a 
considerable length of time, so that if 
a dispute arises about a contract the 
paper in question may be referred to 
at a moment’s notice. This work is 
done by boys, whoalso attend to open- 
ing the mail bags and sorting out the 
papers. 

There is also an electrotype room, 
for all advertisements sent out by large 
advertisers go in the form of metal 
blocks ready for printing. This is 
done in order to insure good display, 
since many newspaper printing offices 
have not the facilities to set handsome 
and attractive advertisements. As the 
Royal Baking Powder Co. uses a vari- 
ety of pattern advertisements, it is no 
small task to have charge of the elec- 
trotype room and attend to the various 
shipments. 

But if you are a publisher in search 
of an ahs for your paper all these 
detaits do not interest you. You 
want to see the advertising manager. 
The office boy takes your card and 
asks you to take a seat in a row of 
chairs, where the chances are you will 

















find a number of other men come on a 
similar errand and waiting for an in- 
terview. Of course, one man cannot 
attend to all this business of seeing 
solicitors, so the advertising manager 
has two assistants, one of whom it is 
likely you will meet, instead of the 
august head of the department. ‘These 
gentlemen have become experts in 
judging newspapers. Circulation is 
tneir hobby and skepticism a part of 
their stock in trade. ‘They judge of 
the size of an edition by certain ear- 
marks which would never occur to the 
inexperienced. For instance, that 
handsome and expensive cover you 
have been so proud of will indicate to 
him right at the start that the edition 
is small. He knows that no paper 
printing a great many copies could 
afford to put so much money into its 
cover. ‘lhe ease with which they can 
offer $1 for $10 worth of newspaper 
space is in itself an art. 

The advertiser must have a much 
broader knowledge of newspapers than 
even newspaper men_ themselves. 
While the average working journalist 
may have a pretty correct idea of the 
newspapers of his own town, he has 
only the most hazy notion of the 
newspapers of distant cities. The ad- 
vertiser, on the other hand, must know 
his San Francisco and New York 
equally well. When one considers the 
number of newspapers published in 
this country, it will be readily seen 
that the task of keeping in touch with 
these myriad mediums is a mammoth 
one. 

Advertising agents (sometimes called 
general” agents, to distinguish them 
from the ‘“* special” agents or solicit- 
ors) are the middlemen of the adver- 
tising business. You can get a correct 
idea of the sort of work they perform 
by imagining the case of a man living 
in Boston, who has a certain piece of 
property to dispose of which he has 
reason to believe will find a market in 
Omaha quicker than elsewhere. But 
as he is ignorant of the comparative 
merits of the papers published in 
Omaha (perhaps he does not even know 
their names), he calls in the service of 
the agent, who is a master of such in- 
formation. ‘The agent takes the copy 
of the advertisement, has it put in type, 
sends a proof and order to each of the 
Omaha papers which, upon his advice, 
it has been agreed to use. He sees 
that the advertisement appears in the 
papers properly, and that every con- 
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cession in the way of special discounts 
is obtained. For all this service the 
advertiser pays nothing. He is only 
asked to pay the paper's regular rates, 
‘The agent gets his remuneration in the 
form of a commission (varying from 10 
to 25 per cent, with different papers), 
which is allowed him by the publisher 
for obtaining the business. A very 
few papers, including the Philadelphia 
Ledger and Baltimore Sun, will not 
allow this commission, and as a result 
the agents lose money on every order 
sent these papers. ‘The agency with 
which I am most familiar (the Geo. P. 
Rowell Advertising Company, of New 
York) has a system of filing papers 
similar to that of the Royal Baking 
Powder Co., but ona larger scale, as 
they attempt not merely to file those 
newspapers with which they have deal- 
ings, but every newspaper in the 
country. The postmaster of New 
York City has stated that this concern 
receives the largest mail of any firm in 
New York. On Monday mornings 
there are received about a dozen mail 
bags full of papers. Another impor- 
tant branch of this agency is its sched- 
ule of rates. The advertising rates of 
every newspaper in the United States 
and Canada are kept on file, and so ar- 
ranged that they can be referred to ata 
moment's notice. It is also an im- 
portant part of the agent’s business to 
assist the advertiser in the preparation 
of his advertisement. Many an agent 
has taken a large order for advertising 
simply by getting up a bright and at- 
tractive series of advertisements and 
submitting them. ‘The perfection of 
work, as accomplished by an agent, was 
well illustrated in the work done re- 
cently for Kirk’s Soap in Chicago, by 
Lord & Thomas. The soap firm took 
a double-column space in all the morn- 
ing papers, and decided to change 
their ad every day, the principal feature 
to be a cartoon on some current event. 
By deft handling this would be made 
to apply in some way to soap. To 
carry out this idea successfully it was, 
of course, necessary that the picture 
should illustrate some event fresh in 
the public mind. The advertising 
manager would therefore obtain early 
copies of the afternoon papers, pick 
out some topic of news and draw up a 
scheme for an advertisement. He 
would then call at the office of the 
agent and turn his idea over to an 
artist regularly employed for such 
work, The agency also operates a 
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photo-engraving plant, so as soon as 
the artist had finished his drawing, work 
would be begun under the same roof of 
making a plate. ‘There would have to 
be several electrotypes, one for each 
paper. In the meantime the reading 
matter to go with the picture would be 
written and set up in the little printing 
office, also owned by the agency. Such 
was the expediency with which all this 
. work was done that an idea conceived 
at three o’clock in the afternoon would 
appear properly illustrated and dis- 
played in the next morning’s papers. 
‘Thus we see the advertiser is even be- 
ginning to compete in enterprise with 
the editorial end of a newspaper. 

Another late development of enter- 
prise as applied to advertising by gen- 
eral agents is telegraphic advertising. 
Several agencies have established spe- 
cial departments for the conduct of this 
sort of business. ‘The idea is to have 
a little advertisement appear among 
news matter just as though it were a 
regular press dispatch. Of course, a 
previous arrangement must be made 
with the papers to secure the insertion 
of such items, and high prices are 
charged. Yet many advertisers seem 
to value specially this little deception 
on the reading public, and a consider- 
able business of this kind has been 
done. Many of the dispatches that 
have appeared in leading papers an- 
nouncing awards at the World’s Fair 
have been of this character, and the 
publishers have been paid for the an- 
nouncement at so much per line. 

The third class of advertising men, 
the solicitors or publishers’ agents, are 
continually doing missionary work. 
They have a double duty: they must 
educate business men up to the value of 
advertising in general, and of their own 
papers in particular. Every paper has 
a number of canvassers going about in 
the local district, while the principal 
dailies through the country ali have 
special representatives in New York, 
the center of the advertising business. 
Some of these men earn incomes far 
larger than those paid any salaried 
editor. It must not be supposed that 
their work, that of drumming up busi- 
ness, does not require ability, or that 
the chief qualifications are cheek a 
persistency. ‘To succeed as a solicitor 
it is not necessary merely to have a cer- 
tain amount of confidence in one’s self, 
but one must possess a large amount 
of tact and business ability. ‘Those 
who succeed best at coaxing the elusive 
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ad from the man of business are shrewd 
judges of human nature and are mas- 
ters of the art of ingratiating them- 
seives into the good graces of prospect- 
ive customers. business men are 
sometimes slow to realize the advan- 
tages of a judicious use of printers’ 
ink, and the solicitor performs a use- 
ful office in awaking him to the facts. 

A distinguished editor, in addressing 
a college audience recently, spoke of 
journalism as *‘a comparatively new 
profession.” As advertising is an 
outgrowth of this ‘‘ new profession,” 
it is not a matter to be wondered at 
that it is still in a crude condition. 
Some of the advertisements put out by 
leading houses are ungrammatical, and 
where poetry is attempted (and the ad- 
vertising beginner has a fondness for 
poetry) it is usually extremely bad. 

A comparatively new fieid of en- 
deavor for newspaper men, and one 
which they are very far from consicer- 
ing beneath their dignity, is the writing 
of advertisements. A conspicuous ex- 
ample is to be observed right here in 
Philadelphia in the person of Mr. M. 
M. Gillam (formerly of the Record) 
whose advertisements in the interests 


of the store of John Wanamaker are 
read and admired by the advertising 


world throughout the country. His 
salary, said to be in the neighborhood 
of $10,000, is eloquent evidence of the 
high esteem in which brilliant writing, 
combined with sound business sense, is 
esteemed in the commercial world. The 
field for this sort of work has extended 
enormously of late, encouraged, no 
doubt, by the numerous “ journals for 
advertisers,” which treat of the prep- 
aration of copy and advocate the 
most painstaking care in the arrange- 
ment of advertisements. Frequently 
the question is raised whether there is 
a chance for new men in this field. To 
such the only answer is, what can you 
do? If you can do only what has 
been done you are not wanted. But if 
you have originality, combined with 
business acumen, the chances are that 
there is some man looking for you. 
How shall you know whether you pos- 
sess these qualities ? 

Study the papers. 
advertising columns, and reflect upon 
the immense sums of money that are 
being spent to secure the publication of 
a certain combination of words. ‘That 
advertisement of Pears’ Soap, of Scott's 
Emulsion, of Hood's Sarsaparilla— 
perhaps there does not seem to you to 
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be much in it, but can you improve 
upon it? If you can, there is an 
opening for you in the advertising 
world to-day. Those advertisements, 
before they have been allowed to go out, 
have been made the subject of much 
thought and criticism. ‘* What will 
be their effect upon the public—will 
they sell my goods ?” is the advertiser’s 
one thought. He is not putting out 
his money at hap-hazard or for tne 
sake of personal notoriety. No mat- 
ter how great may be the literary 
merit of an advertisement, if it does not 
sell goods it is valueless in the eye of 
the man of business, It may not have 
taken a high order of ability to create 
such phrases as ‘* You’ press the but- 
ton, we do the rest,” er ‘* Good morn- 
ing, have you used Pears’ Soap?” or 
** See that hump ?”’ yet thousands upon 
thousands of dollars have been spent 
in bringing these and other catch-lines 
to the notice of the public, and the 
advertisers have found that it paid. 

For a science whose real develop- 
ment is of such comparatively recent 
origin, advertising has a_ surprising 
perspective. If we place the broadest 
construction upon the term, we may 
look in vain among ancient historical 
records for the first advertisement. 
When it became necessary for a tribe 
or nation to convey a certain piece of 
information to all of its members, the 
natural means was the posting in a 
prominent place of an_ inscription. 
Thus the prototype of our modern 
sign-board came into existence with 
the very dawn of civilization, It is 
known that in the first days of the 
children of Israel the utterances of 
kings and prophets were conveyed to 
the people through the medium of 
primitive signs. But the real signifi- 
cance of the word *‘ advertisement ” 
has come to be the use of publicity for 
business purposes—for the purpose of 
inducing trade. Adopting this mean- 
ing, the earliest advertisements were 
symbols hung outside the doors of 
shops. In Rome, a saw so placed in- 
dicated the carpenter, a bushel measure 
the baker, and a branch of tvy (sacred 
to Bacchus) marked the tavern, From 
this latter form of advertisement we 
have our proverb, ‘‘ Good wine needs 
no bush.” The use of written charac- 
ters in advertising for trade dates back 
at least twenty centuries. ‘The excava- 
tions at Pompeii have brought to light 
a sign at a street corner which, being 
translated, reads: ‘* Visit the inn of 
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Lianus, turn to the right.” The cus- 
tom of advertising for lost articles also 
obtained then, Another inscription 
unearthed in the buried city reads: 
‘* A wine:+jar is lost from the inn. If 
any one bring it back there shall be 
given to him 65 sesterces ; if any one 
bring the thief who took it, double the 
sum will be given.” That the wine 
shop should have figured so conspicu- 
ously in the early history of advertis- 
ing, we may remark in passing, is 
more of a reflection upon the people of 
those times than it is a discredit to the 
art of publicity. In fact, in no form 
of literature are the vices and virtues 
and customs of different eras more 
vividly portrayed than in advertise- 
ments. Photograph the shops of a 
nation and you have a correct idea of 
its methods of living. What does this 
so well as an advertisement? It is the 
unedited voice of the people. 

As to the first newspaper advertise- 
ment, there is a difference of opinion, 
Some credit it to the ancient paper, the 
Mercurius Politicus, while others 
claim that a certain old journal, sup- 
posed to have been printed in I§gI, 
and on file in the British Museum, de- 
serves the honor. One of these pio- 
neer advertisements is curious enough 
to quote. It reads thus: 





That excellent and by all physicians ap- 
proved Chinese drink called by the Chinese 
Toha, by other nations ‘Vay, alias Te, is sold 
at the Sultane’s Head Coffee House in Sweet- 
ing’s Rents, by the Royal Exchange, London, 

Another early form of advertising 
was the bell man or town crier, which 
still exists in some old New England 
towns. But I must not linger longer 
over the ancient history of my subject. 
Those who are interested will find the 
‘* History of Advertising,” by Henry 
Sampson, published in London, a curi- 
ous work well worth perusal. 

I have been asked to say some- 
thing on the ‘‘ proper basis of adver- 
tising rates.” The problem of mak- 
ing up a fair rate schedule is one of the 
most difficult that confronts the pub- 
lisher of a new paper. He must 
establish a rate which will insure him 
a fair income and yet not be regarded 
by the advertiser as extortionate. As 
I have already intimated, circulation is 
the only true basis for advertising. 
Yet character of circulation is always 
taken more or less into account. 
Half a cent per line per thousand cir- 
culation for dailies, and a cent per line 
per thousand circulation for weeklies, 
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is often spoken of as a fair price, But 
many contracts are placed on a lower 
basis. Agate type forms the usual 
basis of measurement for advertising 
space. ‘There are fourteen agate lines 
to the inch. Some papers, including 
the monthly magazines, use nonpareil 
type as the standard. Nonpareil is 
the next largest size to agate, measur- 
ing twelve lines to the inch. 

A page one time in the Century 
Magazine costs $250. //arper’s is the 
same, while Scrzdner’s receives $200. 
The Cosmopolitan, which has greatly 
increased its circulation since its reduc- 
tion in price, now asks the highest of 
all magazines, $300 a page. Daily 
newspapers do not receive so high a 
price for advertising as the great peri- 
odicals. ‘They have varying scales of 
rates, according to the class of adver- 
tising, and the most expert estimate 
clerk cannot begin to carry them all in 
his head. For example, here are some 
of the prices charged by the New York 
World: For general advertising, 30 
cents a line on inside pages ; last page, 
35 cents a line ; under head of amuse- 
ments, 45 cents daily and 50 cents Sun- 
day; auction sales cost to announce 


only 15 cents daily and 20 cents Sun- 
day ; employment and_ board ¢ i 
pay the highest daily rate of $1.00 a 


line. Death notices cost 25 cents a 
line, but medical advertisements must 
pay 60 cents a line, from which we 
may infer that it is considerably cheap- 
er to die than to live. Bankers’ adver- 
tisements are taken at 35 cents a line, 
while clairvoyants must pay nearly 
double. Whatever may be the basis 
of this sliding scale, it would certainly 
not appear to be arranged according to 
the ability of the parties in question to 
pay the stipulated price. There are no 
less than 74 classifications in the New 
York World alone. Extra prices are 
also charged for display, preferred 
positions, reading notices and other 
choice advertising dainties. It will be 
seen, therefore, that it requires an ex- 
pert to deal intelligently with this mat- 
ter of advertising rates. 

Another point that I am asked to 
say something about is, how a pub- 
lisher can win and hold advertisers. 
The way to do is to win and hold your 
readers. Advertising follows circula- 
tion. Occasionally a publisher that 
has not yet acquired circulation will be 
able, by dint of much persistency, to 
force advertising, but it is at best a 
feeble growth, and is likely to fall 
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away suddenly and leave the publisher 
high and dry. The advertiser is 
shrewd, and although he may be fooled 
at first, he will in the end find out the 
facts about an undeserving paper. The 
best way is for a publisher to base his 
advertising rates on his actual circula- 
tion, and then make a plain, honest 
statement of the number he prints. It 
is important for him to see that his pa- 
per is properly rated in the leading 
newspaper directories, for these books 
of reference are much used by adver- 
tisers. ‘The home advertisers should 
be cultivated by a pubiisher, rather 
than the foreign or general advertisers. 

Although the character of a medium 
has considerable weight with advertis- 
ers, it must not be supposed that the 
journal having a constituency of the 
highest social class is always able to 
command the highest price. ‘The one 
paper in the United States which asks 
and is able to command the highest 
price for its advertising space is rarely 
seen in the large cities, and I dare say 
few if any of this audience are even 
familiar with its name. This paper is 
called Comfort, and is published at 
Augusta, Maine. Its reading matter 
is not of a high literary order, and its 
circulation is confined entirely to the 
country districts. Yet space in this 
paper costs the almost phenomenal 
price of $5 a line. Other papers of 
similar character and large circulation 
issue from the same town, notably 
those issuing from the publishing 
house of the late E, C. Allen. Space 
in Allen’s Lists (as this aggregation of 
story papers is known to advertisers) 
costs $5.20 a line. From these top 
rates prices for advertising space run 
down to a very low ebb indeed in some 
of the country papers. For a column 
for a year in country weeklies of about 
500 circulation, $100 is an ordinary 
price, yet cases have been known where 
a column advertisement has been in- 
serted for a whole year for no more 
than $15. This whole matter of ad- 
vertising rates 1s to-day in a very con- 
fused condition, and the number of 
papers that actually conduct their 
business on the one-price system may 
almost be counted on the fingers of 
your two hands. If publishers would 
only fix upon a fair price for their 
space and then stick to it (as is done 
in all first-class stores nowadays) the 
advertising business would be greatly 
simplified. But the trouble is that the 
publisher is constantly tempted to 











allow discounts rather than lose an 
important order. He figures that it 
will not cost any more to publish a 
certain advertisement than it will to in- 
sert reading matter—in fact, not so 
much. He calculates, therefore, that 
whatever he gets for the ad will be so 
much clear gain. ‘There is something 
peculiar about newspaper space, a 
respect in which it differs materially 
from drugs, dry goods or building lots. 
Space in a newspaper that has once 
gone to press is vaiueless. Absolutely 
nothing can be realized for it. It 
must be sold to-day or not at all. It 
cannot be laid away on a shelf until a 
customer is found at a fair price. 
While these conditions continue to ex- 
ist, and while the ability of an adver- 
tising manager is gauged by his suc- 
cess in breaking rates, the present 
sliding system of rates will probably 
prevail. 

Luckily, we have not yet come to 
consider business as degrading in this 
country. ‘The ieisure class, as it ex- 
ists abroad, which would be ashamed 
to acknowiedge any regular employ- 
ment, has not succeeded in gaining < 
foothold here. Even our society men 
are men of affairs. As advertising is 
only a branch of business, there would 
seem to be no reason for the contempt- 
uous tone which is sometimes taken 
towards advertising by persons who 
are not themselves above earning their 
living by an honorable and legitimate 
means. Of course, methods are some- 
times employed that cannot be in- 
dorsed any more than those of the 
charlatans that creep into the medical 
profession, or the sensation mongers 
that occasionally find their way into 
the pulpit. The defacement of natural 
scenery that at one time threatened to 
bring advertising into disrepute has 
been generally abandoned. Every 
man in business is more or less of an 
advertiser. The sign outside of his 
door, the impression on his letter head, 
the ‘‘ drummers” on the road, are all 
advertising him. Why should he look 
with disdain on the highest type of 
all—newspaper advertising? I will 
not attempt to question here the good 
judgment of the doctors and lawyers, 
whose code of ethics prohibits adver- 
tising, which position results in leav- 
ing for the most part to quacks and 
impostors this important means of 
reaching the public. 

Mr. Edward Bellamy, in ‘‘ Looking 
Backward,” reflects upon advertising 
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as an economic waste. Perhaps when 
his ideal state of society shall have 
come into existence this criticism will 
be deserved, but at present the adver- 
tisemment sustains as important econom- 
ic relation as any other link in the 
social chain. Consider the case of the 
grocer who has on hand a larger 
quantity of perishable goods than he 
can dispose of in the ordinary way. 
He invokes the aid of the advertise- 
ment, and sells them before they have 
had a chance to spoil; or the case of 
the property owner, who wishes to dis- 
pose of his suburban home. The 
ordinary method of seiling it would be 
to place it in the hands of a real estate 
agent, who would charge a commission 
of 2% per cent, which, on a $10,000 
house, would amount to $250. But 
supposing, instead, it is advertised in 
the public press. ‘The first, the second 
or the third advertisement may not sell 
it, but supposing that the twentieth 
announcement brings him a customer, 
at an average cost of $1.00 per adver- 
tisement, he has paid out only $20.00, 
or saved a clear $230 by the employ- 
ment of printers’ ink instead of a mid- 
dleman. In the present condition of 
society the economic uses of advertis- 
ing appear to be too clear to admit of 
question. 

Advertising is at best an uncertain 
science. The man who pretends to 
know all about it is looked upon with 
suspicion, like the quack doctor who 
guarantees a cure. Even the adver- 
tiser of long experience is obliged to 
admit that, in deviating from beaten 
paths, he is experimenting, and cannot 
hope to predict with any certainty the 
result. These conditions are all in 
favor of young blood and new ideas. 
Dr. Johnson, years ago, when there 
was but a handful of advertisements in 
the papers, thought that the acme of 
advertising enterprise had been reached. 

The advertisements of fifty years 
hence will probably show a_ won- 
derful improvement on those of to-day. 
The coming generation will bring to 
the task new ideas, greater enterprise 
and a broader conception of the possi- 
bilities of advertising. And it is cer- 
tainly reasonable to suppose that the 
young men who come into the fields 
with a clear idea of the duties they are 
about to undertake, and with a training 
specially designed to fit them for their 
life-work (such as the university now 
affords) will be the leaders of the new 
school. 
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SOME PHILADELPHIA NOTES. 
‘By Edward Hurst ‘Brown. 
An advertisement in the street cars 
which must appeal forcibly to every 
man who has ever broken his finger 
nails in a vain attempt to button a re- 
fractory collar, starched to a cast-iron 

stiffness, is the following : 
Give the Recording Angel a Rest. 
Have your collars laundried with the new 
. AnTI-SWEAR Button HO es, 
No extra charge. Send us a postal. 
BriGHTon Launpry. 





The man who thought of that bright 
idea—it must have been a man, for 
what woman ever was tempted to 
swear over a refractory collar button— 
deserves success in his undertaking. 

One of our leading bakers has placed 
a sheaf of wheat in his window, tied 
witha blue ribbon. The artistic effect 
is delightful, and its flavor of Thanks- 
giving makes it much more noticeable 
and attractive than any pile of bread 
or biscuit, however picturesquely 
placed. 

The latest effort of the Bergner & 
Engel Brewing Company, who have 
been doing some very bright and spark- 
ling advertising in the street cars is 
this : 

How do you pronounce 
T-a-n-n-h-a-e-u-s-e-r, 
The best brewed ?”’ 

While the idea is not perhaps en- 
tirely new, having.originated in a some- 
what similar phrase put forth by the 
Castoria people, it is still sufficiently 
clever to merit attention. 

The /nguirer has been doing some 
very enterprising work to increase its 
circulation by means of coupons, seven 
consecutive numbers of which may be 
exchanged, on payment of an addi- 
tional sum of ten cents, for a book of 
half-tone engravings of views of for- 
eign places from photographs by Stod- 
dard. A new portfolio, of about a 
dozen views, is issued every week, and 
so great has the demand for these be- 
come that it has been found necessary 
to install the coupon department in a 
big Market street store. It is really 
remarkable to see how the people 
crowd there to get the latest book—al- 
most as eagerly as women flock to a 
bargain counter. Not only is this in- 


creasing the circulation of this enter 
prising paper, but it must be netting 
them a fair profit as well upon the 
books. 

An Eighth street confectioner calls 
attention to his wares by a window 
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display of ladies’ hats and bonnets of 
the latest fashion, ingeniously made out 
of various colored taffies. This kind 
of millinery is far sweeter than the bill 
which always follows ‘* sweet bonnets ” 
made of more orthodox materials. I 


speak from experience. Another 
candy store advertises ‘‘ misfit cara- 
mels.” 


Although not, strictly speaking, hav- 
ing anything to do with advertising, 
there is a certain grim humor in the 
juxtaposition of two signs at the en- 
trance to the upper floors of one of our 
Chestnut street buildings. The upper 
one reads ‘‘ Coroner’s Office,” with a 
hand pointing up the stairs. Just be- 
low it, in bold letters, may be read: 
‘Danger! Look out for the eleva- 


tor. 


abelian mares 
A NEW MEMORANDUM BILL, 
‘By A. S. Prall. 
(New York Recorder). 

While in conversation with a friend 
in the publication office of a large daily 
newspaper, a representative of one of 
our leading magazines entered the office 
to straighten out a memorandum bill 
tangle. It seems the ‘*‘memo”’ bills 
and monthly statement were at vari- 
ance. 

The incident caused considerable 
trouble before it was finally settled. 

Listening to the wrangle, conscious 
of the unfortunate position the book- 
keeper had placed the newspaper in, 
and knowing Mr. Advertiser like a 
book, I was convinced that the news- 
paper would not profit by the transac- 
tion. The idea of a new ‘‘memo” 
bill suggested itself—one that would 
help both advertiser and newspaper, 
and if properly used would end all dif- 
ficulties. Here it is: 

DEAR Sir: 

The advertisement herewith appeared in 
pecan aise baie ire » and occupicd,...... 
agate lines, On....... eosesy 189 , for which 
we have charged your account $....:.. 
KINDLY FILE FOR FUTURE REFERENCE. 

(Advertisement Pasted Here). 

While this method would involve a 
little extra work in the bookkeeping 
department, it would, in the end, make 
less. 

The bookkeeper could make his 
charge and see that it was correct, and 
the advertiser when receiving his 
‘*memo” bill could check it easily be- 
cause of the advertisement being at- 
tached. He would not then be obliged 
to wade through a mass of newspaners 

















to find, perhaps, an error dating back 
a week or more. If the newspapers 
would not use this system, possibly it 
would be a profitable investment on 
the part of advertising firms and agents. 
It would not cost much to keep the 


newspapers supplied with  bill-heads 
and insist on having them used—every 
bill could be checked and filed, making 
every date and advertisement used by 
each newspaper accessible. 

Perhaps this form could be used by 
advertising agents : 

GEORGE P. ROWELL ADV’T’G. CO. 








Dr. 

tisement t her re vith appeared in 

eeers : ee 189 , and 
occupied. ...--..ag2 vate lines, for which we 
have charged your account $.. -> “ess 





. per cent commission, $. Mel, 
KINDLY FILE FOR FUTU RE 'REFI RENCE, 
(Advertisement Pasted Here) 





> —- 
?;COND-CLASS PORTFOLIOS. 

Wapakoneta, O., Nov. 29, 1593. 
Editor of Printers’ Ink: 

Have you discovered that the N. D. 
Thompson Publishing Co., of St. Louis, are 
sending art portfolios through the mails as 
second-class matter ? SAMPF, 

anata 
THE BURGLAR CAME. 
From the New York Sun 

It was an agent for a big senna ing 
concern who was talking. 

**T once got out a poster, ” he said, ** which 
started in; * Keep your eye on this; a ns glar 
is coming.’ This I distributed broadcast in 
the towns in the northern part of the State 
Among other places, it was hung conspicu- 
ously in asmall grocery and dry goods store 
in one of the towns in that section. 

“One morning the proprietor, when he 
opened up shop, found that my notice hac 
been amended to read: * Keep your eye on 
this; the burglar hascome.’ The correction 
was made in peacil marks. 

** And sure enough the burglar had come, 
And he had carried off about $600 in money 
and goods.’ 








a 
The Incentive.—Scribbler: I have 
struck a new line of writing. I write articles 
from the point of view of a millionaire. 
Penner—Indeed! How do you manage to 
get in the right spirit ? ? 
Scribbler--That’s easy. I write on the 
afternoons of pay-days.— 77h. 


——_—+-2- 





Classified Advertisements. 


Advertisements under this head. two lines or 
more, without display, 25 cents a line. Must 
be handed in one week in advance. 








"ANTS. 
TJ\WO dollars, sent now, will pay for PRINTERS’ 
INK till Jan. 1, 1896. 
Ts ST. NICHOL. AS M AG AZINE wants your 
attention, and ¢ ses rves 
WA Adve rtiners, to try PARK’S FLO- 
RAL MAGAZINE, Libonia, Pa. 


[js © EO vostage stamps are bought 
by E. T. PARKER, Bethlehem, Pa. 
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I OOM local advertisements without one cent 
of expense. Plan free of VIM, Peoria, Ill. 


Us SD Columbian stam: all values except 2c. 
HORACE VALLAS, Ox : 561, New Orleans, ~ 


ee OF pone Pat. Ace’t File, for bus. men. Wan 
agts. A.H. SWA} K MFG CU., Fremont, o 


J EW weather and secret society cuts for news- 
»apers. Proofs free. CHAS. W. HARPER, 
Colm oO. 


Vi bag 4 department, headings —" news 
Send for proofs. CHAS. . HA ER, 
Columbus, O. 
’ ANTED—Novelties for premiums and large 
mail order catalogue. THE MONTANA 
POPULIST, Missoula, Montana. 


| ANTED—Orde rs, at 10 cents a line, for a 
2 —— eener ss 50,000 circ. proved. 
O. L. MOSES, 132 Na 4 2 


7 ANTED—Copy of e publication in 2 * 
with best rate for ve line ad for 1 yr. F 
CARPENTER, Box 263, Foxboro, Mass. 


66 MAL .L TALK ABOUT BUSINESS.” By mail. 
aper, 40 cents; cloth, 75 cents. FRE- 
MONT PU LISHING CO., Fremont, Ohio. 


66 GMALL TALK ABOUT BUSINESS.” A 
y booklet tells about it—sent free. 
FREMONT Bh BLISHING CO., Fremont, Ohio. 


pssc TICAL printer, with editorial ability, de- 
sires situation. Republican, sober, re “Hable. 
Address M. ALEXANDER, , Hartford City, Ind. 


pm Ane PRINTS— All sizes ; low prices ; varied 
atures; special news service. UNION 
P RINTING COMPA 15 Vandewater St., N. Y. 


LLUSTRATED fea *s for newspapers. Ar- 

tistic, attractive, cheap. Send i brocts and 

poxtioutars, Address CHAS. HARPER, 
Jolumbus, Ohio. 


W ANTED—To purchase, trade paper, well es- 
tablished, which can show profits of $5,000 
or more per port for three years. Address ‘* P.,” 
care Printers’ Ink 
DVE RTISING » 8 pace in every paper and publi- 
cation in the , to advertise the Persian 
Corn Cure Send samples and lowest rates to 
COHN, 332 W. 5ist St., N Ne w York. 


YOSITION wanted as editorial writer or in ed- 
itorial department of daily paper, by young 
man of eve ‘ral years’ experience. Address 
“1. A. H.,” Box 22, Boxford, Mass. 


I OLIDAY advertising easily secured by using 

my a a — atures : all new; — 
righted 1s e exclu use. Send for proo' 
SHAS. W. "HARP E k rn olumbus, oO. 






































\BRISTM AS features, adve: pe | pages, bor- 

ders, etec., for ne wspapers all new ; ~ 4 

righted exclusive use given one for proofs. 
CHAS. W. HARPER, Columbus, O. 


‘NUTS for advertisers. Bright, attractive, 
J —_ Absolute satisfaction guaran 
Send for late proofs and particulars. Address 
CHAS. W. HARPER, Columbus, Ohio. 
Ww DOES YOUR EMBOSSING! El ~~ de- 
signs in catalogue covers. Send for sam- 
ples and prices. GRIFFITH AXTELL & CADY 
CO., fine catalogue printers, Holyoke, Mass 


W ANTED—To exchange adv. space with all 

sep S farm and home papers. Our sworn 
cire. for next 3 months 10,000 copies per month. 
SCIENTIFIC POULTRY MAN, Delaware City, Del. 


\ ’ ANTED-— Goods of all kinds for mail order 
trade. Catalogues and price lists, with 

imprint, to be furnished and orders filled by the 

supplying firms. “Y. Y.,” care StationA,Boston 


‘ ENTLEMAN, w ith su successful experience and 
¥ high references as adve’ rtising solicitor and 
mgr., East and We sires new Western connec- 
tion. HUMPHRE 201 So. Lincoln St., Chicago. 


LL sorts and conditions of advertising and 
 s other novelties desired, wanted uired. 
Sample and price (¢ a egret B. L.) to NRY 
COWE, Quayside, -on-Tweed, England. 


N. Y. ADV saree agent, with a win 
yusiness, wants partner to take c 

of and inside work. Modest capital and hi ‘h- 
est refe rences re quired. Address “SUCCESS,” 
Printers’ In 
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LL values Columbian stamps (exce; pt 2c.) want- 
ed. CRITTENDEN & BORGMAN , Detroit. 


V ANTED—The Western agency of a leading 
Eastern weekly or monthly publication, 
who would make liberal arrangement to secure 
ood Western busine References. Address 
HAS. B. DARLING. 79 Dearborn St., Chicago 
EWSPAPERS, circulars, samples, ete., dis- 
tributed in District of Columbia and ad- 
ictping States ; signs nailed up; paint wall, bul- 
etin, barn and fence advertising ere ; mailing 
and addressing. HERMAN J. MARTIN CO., 
Washington, D 
WASTED a rienced t “legraph editor, one 
who has had some practical experience as 
a printer preferred, on Democratic morning 
paper. Address, stating qualifications and sal- 
ary desired, C. i. SIMMS, Manager the Dayton 
Times, Dayton, Ohio. 


hae oooh Franklin Fountain Gold Pen. guaran- 
teed worth $2.50, free with our “ office box ” 
of assorted toilet soaps, etc., especially for use in 
offices. Retail ng ose of soaps, $5.10; our price, 
$F for soaps ; pen free Terms, cash w “< order. 
HE LARKIN SOAP MFG. CO., Buffalo, N. Y. 


WE want you to work for us, thus making $12 

to $35 per week. Parties preferred who can 
furnish a horse and travel through the country ; 
a team, though, is not necessary. A few vac an- 
cies in towns and cities. Spare hours may be 
used to good advantage. B. F. JOHNSON & co, 
1tth and Main Sts., Richmond, Va. 


WwW: AT can we do for you in Washington? 

Commissions for publishers, advertis 

and others executed at mode ices. Inter- 

views secured, literary and news articles pre- 

i, and business transacted with the Depart- 

. Save yourself a trip to the Capital by 

ting to ) ASSOCIATED INDUSTRIAL 
PRESS 918, F St., N. W., Washington. D. C. 


NASH—The advertiser wishes to buy a good 

/ newspaper property in a town orcity of not 
less than 15,000 people. Not particular as to lo- 
eality, although the We st is preferred. The ad- 
vertiser proposes to pay cash down, and those 
responding to this advertisement will kindly 
state the lowest cash price. Correspondence will 
be regarded as confide ntial. None 
property, however, will receive attention. 
dress 204 Penn Bldg., Pittsburgh, Pa. 


NEW YORK man with snap and ability 
‘> wishes to connect himself from Jan. 1, 1894, 
witha eoaing house s adv 
ing manager. His work 
and is making a hit in New York papers. 
ing an excellent standing and open account with 
leading newspapers everywhere, he is able to 
lace business, if necessary, as low as any one. 
his is an excellent opportunity to secure a thor. 
oughly competent and reliable man, whose 
originality will undoubtedly be the means of 
meking much money for the age He sec uring | ae 
services. Address, until Jan. 1, 1894, “ BU 
NESS, » care of Printers’ In 


ELECTROTYPES. 
WO dollars, sent mews will pay for PRINTERS’ 
INK till Jan. 1, 1896. 


END one of your metal base cuts and receive 
sample duplicate of same, mounted on light 
= metal base. E. T. KEYSER, 5 Beekman 


oy 2 


but good 
Ad- 


TO LET. 
APY ERTISING space in § ST. NICHOLAS. 


FLORAL MAGA- 
100,000 copies monthly guaranteed 


i ig LET—Space in PARK’S 


ZINE 

and proved. 

ILL 1896 for #2 
two dollars before D 

send a receipt for PRINTERS’ I 

Jan. 1, . Address PRINTERS’ INK, 

St., New York. 


To any Lesage who sends 
st we will 
per in full to 
16 Spruce 


SUPPLIES. 


I EVEY’S [INKS are the best. New York. 
4 


7 AN BIBBER’S 
Printers’ Rollers. 


PRINTERS’ I . 


PEINTERS’ INK to Jan. 1, 189%, for $2, if sent 
now. 


INC for ete hing BRUCE & 190 
ork. 


Water St., New Y« 


DVERTISING supplies ae when noth- 
F ing else will ry ST. NICHOLAS, 


¢¢ PEERLESS” CARBON BLACK. 
For fine Inks -unequaled- -Pittsburg 


\ 7 OOD TYPE Fine fac good catalogue; low 
prices. HEBER WELLS, 8 Spruce St., N. Y. 
‘i TYPE from BRUCE’S NEW YORK TYPE 
FOUNDRY, 13 Chambers St., New York. 
3est and Get prices before 
purchasing. 


[as PAPER is printed with _ manufact 

ured by the W. VILSON PRINTING INK 
CO., L'v’d, 10 Spruce St. ‘ae York Special prices 
to cash buyers. 


NHEAP as dirt, fine si ilk, 1,000 gold embossed 

lecter heads. Best bond paper. With spe- 

cial design to order, $9.95 complete. LANDON 
PTG. CO., Columbus, O. 


P- APER DEALERS— M. Plummer & Co., 45 

Beekman St,N Y., sell every kind of pa 
used by printers ‘and publishe rs at lowest prices. 
Full line quality of Printers’ Ink 


COOK, 


¢ cheapest. their 


ADVERTISING NOVELTIES. 
Dt 4 3a rates unvariable in ST. NICH- 


T*2 dollars, se mt now, will pay for PRINTERS’ 


INK till Jan. 1, 1896. 
M: ZAROTH — calendar in colors 
Send stamp. BIGGS, Box 645, Louisville, Ky. 


Sky WING machines will boom your circulation 
Vrite for particulars and prices, FAVORITE 
MFG. CO., 342 Wabash Ave., Chicago, Ill. 


\HRISTM: AS—New, novel, unique illustrations 
for holiday advertising ; copyrighted ; ex- 
clusive use — Send for nooks and partic u- 
lars. CHAS. W. HAR RPER, ‘olumbus, O. 
I: *ANCY photos of actr s for sale at $3.00 per 
M.; size about 24x14 ins. For prize packages, 
P smiums, send 10c. for samples. Photos, any 
or adv. purpose: LOCK WOOD, 760 B’way, N.Y. 


F OR the purp of inviting announcements 
or Advertising Novelties, likely to benefit 
r,4 my 25 words or 


reader as well as advertise 
for 


less, will be inserted under this head once 
one dollar 
([ Ondvertisersana printe 
endars can be sent for a cent, if sent alone. 
Can be sent for less than a cent, if sent with let 
ter, and are best mediums known for advertis 
ing matter. Will be preserved by_receiver. 
Sample and prices, five cents. JOHN KACHEL- 
MAN, JR., Evansville, Ind 


Four-Century Cal- 


> 


ADVERTISING AGENCIES. 


AU indorse ST. NICHOLAS. 
PLACE -NEWSPAPER ADVERTIS- 
52 Broadway, New York 

3. KR ANTZ,s8 1 ode a agent for 
. dailies. 14th St., 


EW aaah ER Advertising and Purchasing 
Agency. 19 Easc Ith St., New York 
F you have in mind plac es a line of advertis- 
ing anywhere, eee B. CRANS, Room 4, 
No. 10 Spruce St., N. Y. Ci 
ig: i intend to advertise in pe manner in the 
}., consult us. HERMAN J. MARTIN CO., 
1902 7th St., Washington, D. C. 
[* you wish to advertise anything anywhere 
at any time, write to the GEO. P. kOWELL 
ADVERTISING CO., 10 Spruce St., New York. 
H® KS’ Nowss aper Advertising Agency, 


WILLIAM HICKS, proprietor, 
50 Nassau St., New York 


G E ‘Teas = 


Gs E :2 spec 
° 102 W. 


LIVE Washington letter in exchange for ad- 
vertising space in your paper. Write us. 
HERMAN J. MARTIN CO., 1902 7th St., Wash., 
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1 00 LEADING dailies, circ. 4,000,000 ; xa. 
FLETCHER ADV. AGENCY. Cleve d,0. 


‘\HARLES H. FULLER’S NEWSPAPER ADV. 

/ AGENCY, 112-114 Dearborn Chicago, » ah, 
Temple Court, New York Established 1 
timates cheerfully furnished. 


( YONGRESS is in session. We are correspond- 
J 7 and reporters for news; rs all over 
the U.S. Write us. HERMAN J. MARTIN CO., 
1902 as St., Washington, D. C. 


ILL 189% for #2—To any person who sends 
two dollars before December 31st we will 
send a receipt for PRINTERS’ INK. paid in full to 
Jan. 1, 1896. Address PRINTERS’ INK, 10 Spruce 
t., New York. 


E VERY advertiser should give our celebrated 
4 Amenter list a trial. Over 100 publications 
on list. Rates, 5c. per line, 0c. per inch. Circu- 
ag — from two to ten thousand per 
issue. Prom reliable service. WESTERN 
NEW YORK pve AGENCY, Batavia, N. Y. 


T= INTER-STATE ADVERTISING AGENCY, 

ansas City, Missouri, a young and suc- 
cessful institution, would like an opportunity 
to compete for your business. It charges noth- 
ing for name, experience or ability—only for 
the ” e used. Our rates are what you want— 
ask for them. 


oe — 


MAILING AGENCIES. 
YRINTERS !—Your circulars mailed to any ex 
tent in exchange for job printing. Send cir 


calars immediately, anc we will send cone: 
WEST. NEW YORK ADV. AGENCY, Batavia 


I JUBLISHERS! 

2,000 circulars maile 
ad. More in pa poe Send on matter at 
once, and we will send the ad. WESTERN NEW 
YORK ADV. AGENCY, Batavia, N. We 


DVERTISERS!— Your circulars (any size) 

4 mailed to a fresh list of names each month 

at $1 per M. Folio sheets, $2 per M. Catalogues, 
$5 per M. We furnish stamps and pay al! ex 

Special: Will mail any amount up to 

100,000 for any firm who agrees to y for same 
within three nonthe if results are satisfac tor 

Otherwise pe nothing. x w oo NEW YORK 

ADV. AGENT dal denanstd wud 


“PREMIU MS. 
pea INK to Jan. 1, 1896, for $2, if sent 


1,000 copies of your paper or 
in x for a half-inch 


“om 9X o’ Brownies” (rubber stamps, retail 
25c.). EAGLE SUPPLY CO., New Haven,Ct. 


UR catalogue has the best premiums. HOME 
BOOK COMPANY, 142 Worth St., NewYork. 


EWING machines half price to 
Cc 


ublishers. 
Lists free. AM. MACHI) ECO., icago, Ill. 


si T. NICHOLAS celebrates his twenty-first birth- 
day so successfully that the first edition of 
the November number is all sold. 
DREMIUMS—Sewing ms machines are the best 
Will incronse your circulation, FAVORITE 
G. CO., 342 Wabash Ave., Chicago, Ill. 


> - 
ILLUSTRATORS AND ILLUSTRATIONS. 
ST. NICHOLAS. . 


PENTERS’ INK to Jan. 1, 1896, for $2, if sent 
now. 
[ [ANDSOME ILLUSTBATIONS for papers Cat- 
alogue, 25c. AM. ILLUS. CO., Newark. N. J. 
NEWSPAPER INSURANCE. 
$2 PAYS for PRINTERS’ INK till 1896. 


ig 3 resent and future business by using 
8T. NICHOLAS. 


Nc ean: What made London Tit- 
_How did Answers reach 700,000 1 
nearly a et New York 
iser increase 200 
=. seer eny — vy 


Sy Sone, is the only agency 
States for making contracts wit. 

uge of coupons. Write or call. 
to confer with business managers, 


newspa) ane 
Alweye f happy 


MISCELLANEOUS. 
Ss NICHOLAS. it 


* § Ever ’S INKS are the best. New York. 


vs BIBBER'S 
Printers’ Rollers 


WO dollars, sent now, will pay for PRINTERS’ 
INK till Jan. 1, 1896. 


I IPANS TABULES cure biliousness and all 
disorders of the stomach, liver and bowels. 


DVERTISERS will find PARK’S FLORAL 
MAGAZINE profitabie. 100,000 copies guar- 
anteed and proved each month. 


I EGIN the “New Year” with my confidential 
“ Ed. Copy, and you won’t regret it -oli- 
tics to suit. G. T. HAMMOND, Newport, R. 1. 


DVERTISERS use the Cellutype because they 
are made of celluloid, hence are very light 
and can be sent by mail at small expense ; are 
more durable than electrotype and equal to a 
brass die. Cellutypes and cellutyping machin- 
ery, oo by the J. F. W. DORMAN Co., 
Baltimore, Md., U.S.A. 


ADV. ERTISEMENT | ( CONSTRUCTORS. 
) ATES. 
B 


*T. NICHOLAS. 
s 
G UCCEsS TALKS! See my ad below. 


| gyrating 2RS’ INK to Jan. 1, , 1896, for $2, if sent 
ow. 


bet oy AU STIN BATES, 620 Vanderhits 
/ Bldg., N.Y. ** Ads that sell good 


hetoner ath e belief in the advantare: ot aden 
SIDNEY C LEWI, 54 Franklin St., N. Y 


DV. writing ; original ideas, not copie am- 
ple,25c. “B.,”’ 1306 W Selle rs St. “‘Pranktona. Pa. 


66 M2; JED SCARBORO: The ads you wrote 

for me are the best medicine for dull 
trade I have ever used.”’~ Chas. Kuehne, Drug- 
gist, Jersey City. 


Qu CC ESS TALKS—I backed my own ads for 

00 last year, and they paid a profit of 
I will write you three attractive ads 
‘or $5 ; four fetching ads and four smooth jin- 
gles, $10 ; a clear, concise primer, $25; a crisp, 
convincing booklet or prospectus, $40. Pay 
when satisfied. Send full data. ELMER DWIG- 
GINS, 132 E. 47th St., Chicago 


\ Y PRICES on retail ads go up January 1. 
4 Regular customers may have the old rates 
during ’94,and that will include those with whom 
I arrange between now and New Year’s da 
After that I will take no new work at less than $i 
an ad. I would like to contract for 94 with a 
few more retailers who will use from 4 to 26 ads 
ver month at the rate of 50 centsanad. ican 
handle the work of probably six or eight more, 
and would prefer them to be in the lines of shoes, 
groceries, jewelry, furniture and pianos. 8. 
AUSTIN BATES, 620 Vande’ rbilt Bldg., New York. 
“ Ads that sell goods.” 


BILL POSTING ‘e DISTRIBUTING. 


XIRCULARS, pamphlets, samples, etc., distrib- 
/ uted anywhere from house to house at $2 
> Newspapers, catalogues, almanacs, etc 
er M. Twenty per cent reduction on lots of 
20, or more. Also bills posted, signs peinted 
and tacked up, ete, Payment when work is 
done. Large contracts a o's ialty. WESTERN 
NEW YORK ADV — NC Batavia, N. Y. 


N 


100, Sn" 


FOR S PSL. E. 

A PVERTISING space in ST. NICHOLAS. 

my 3 5 BUYS 1 INCH 50,000 copies Proven. 

by 20) “WOMAN'S WORK, Athens, Ga. 
NAZETTE ADVER’T RECORD- For pape ag #1 
I Testimonials. GAZETTE, Bedford, 


At one- noe price, party new Babcock Dis- 
patch No.7. THE DAY, New London, Conn. 


H4& ANDSOME -" STRATIONS for papers 
AM. ILLUS. CO., Newark, 


A ef 


N. J, 
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I OLIDAY onarveing paper and cuts for sale 
by the MERCHAN ADVERTISING CO., 
Scott & Bowne Bldg., Ne w York. 


LIMITED number of copies of Fowler's 
“a 288 Building ” at $2.00, postpaid. Pub- 
lisher’s price, $3.75. E. B. CLARK, 1609 Curtis 
8t., Denver, Colo. 


YEXAS country ne wspaper and ~~ office, inv. 
$5,000, annual business, $7,001 reasons 
for selling ; circ., 1,400 ; four weed S ; $3,000, half 
cash. “* JOHNSON,” care of Printers’ Ink. 


T EW newspapers. A list of the names of the 
re new newspapers started each week, fur 
nished on application. For terms — 
RIDGE MFG. CO., Box 375, Ridgewood, N. 


> 50( Cc — buys large weekly newspa- 
$2 9”) per ; 1,250 subscribers, fine job and 
advertising Bh hg good equipment ; clear- 
ing over $100 mo. Address ITE M, Glen Rock, Pa. 


QE 1VERAL lots of desirable nervous debility let- 

: ters, subscription letters and panes Haneous 
etters for sale, or rent for copy. Wr us 

7 EFFINGWELL& CO., Boyce Bdg., ¢ ices, iit. 


NILL 189% for #2—To any person who sends 
two dollars before December 3lst we will 
send a receipt for PRINTERS’ INK, paid in full 
to Jan. 1, 1896. Address PRINTERS’ INK, 10 Spruce 
St., New York. 


DAILY and weekly Republican 
4 and job plant in Northern I[linois 
the best paying plants in the State. County 
strongly Republican, Elegant office building 
ete. Will take $16,000 to $17,000 to buy it; part 
on time. Unless you mean busine ss don’t reply. 
Address ** D., ” care Printers’ Ink 


é NE of the ia ae at e ante rprises for advertis 
ing purpos tailed in last we $ 
PRINTERS’ INK) is offe red for sale of rig 
throughout the United States With but three 
weeks’ location here, the rights for New York 
City have been sold to the largest advertising 
firm here, who will clear $75,000 on it the first 
— The merits of the ente rprise as an adver 
tising medium are so immediately apparent on 
inspection that a purchaser for any other terri 
tory (ranging in price fr $1,500 hd $25,000) is 
assured a most profitable i 
applicants can select territory. JONES, 
Jr., 401 Bennett Bldg., 93 Nassau street. 


newspaper 
One of 


THEz ATER PROGR. AMMES. 


$2 PAYS for PRINTERS’ INK till 1896. 


in N.Y. 
i For rates, etc., 
113 E oped WS. 


DVERTISIN 
4 season ve 
ADOLPH STEIN, 


theater programmes, 
address 


ADVERTISING MEDIA. 
Sst NICHOLAS. 
*EATTLE TELEGRAPH 
Ss ’ 
os Le Roy (N. Y.) GAZETTE is a first-class 
weekly newspaper. 
wo vaglge sent Bow, , Will pay for PRINTERS’ 
INK till Jan. 1, 18% 


fe ENTERPRISE, Smithville, 
print; 1,000 subseriber 


ee advertisers advertise in KATE FIELD'S 
4 ASHINGTON, Washington, D. ( 


4( WORDS, 6 times, 56 cents ENTERP RISE, 
Brockton, Mass. Cire ‘ulation, 7,000, 
DVERTIS. 


iUIDE. Mailed on peor of 
stamp. 


Ga., all home 


STANLE Y DAY, New Marke 


COVER State of Indiana. 
lies. FRANK 8. GRAY, 12 Tribune Bidg , 


Bae MANITOBAN (Monthly Magazine), 
peg, Man. Circ.,3. 116 : largest, 9,000. 20e, 


13 atineme. 
| i Ss 
Winni- 
a line, 
( ur Southe rn Home,40p. mo. Immigrs ation. jour. 
nal. Cir’n large,advg rateslow Hamilet,N.C 
Wee scnee. N. Y. Pop. 25,000. The 
IN newspaper,daily and semi-weekly JOURNAL 
\V JISCONSIN AGRICULTURIST. Racine, Wis 
Proved circulation, 30,000 ; 20 cents a line 
DARK’S FLORAL MAGAZINE, Libonia, Pa., 
monthly. 100,000 copies guaranteed and 
proved. 


Lad 


PRINTERS’ INK. 


person advertising in PRINTERS’ INk 
4 > the amount of $10 is entitled to receive 
the = for one year. 


LBANY, N. Y., TIMES-UNION, every even- 
4 ing, and WE EKL Y TIMES, reach everybody. 
Largest circulation. yorite Home paper. 


66" PHE sTU DENT,” of Portland, Oregon, is 
he re eosnined, a journal of the 
Pacific Coast and the Northwest. It has the larg- 


est circulation by over “one thousand. 


J ee hurch Press Association, Incorporated, 
publishers of twenty Church Magazines, com- 
Samples and rates on 

Phifa » Pa. 


I OMES AND HEAKTHS will be a winner for 
advertisers ; 50,000 copies month every 

e oS irculated; 40c line; yearly orders Sen 
VATTENBERG’S AGE} vCY, 21 Park Row, N.Y. 


yANAMS roo a HERALD- D. and w.; pub. 
at Pana . 1849. Eng. and Span. editions 
cover Mexico, i e 4 and So. America. ,Cir., 27,000. 
ANDREAS & CO., gen. agents, 52 Broad St., N. Y. 


NOLUMBUS, Central, Southern, and Sout 
ern Ohio” offer a rich field for adver 
THE OHIO STATE JOURNAL—Daily, 12, 
Sunday, 17,000, and Weekly, 23,000—covers the 
field. All leading advertisers use it. 


fg reach the Canadian buyers advertise in the 
Canada Newspaper List (59 papers). Proved 
32,000 copies weekly. Spec 

Ls 


bined circulation, 35,000. 
application 108. 18th St., 


circulation, 
rate to those who apply pew 
largest advertisers in the U.S i Ad 
dress, for rates, etc., CAN ADA ‘RE ADY B R iNT 
CO., Hamilton, Can. 


I {RATERNITY PAPE RS- -] am special agent for 

all the official and leading papers of the va 
rious fraternal orders One one time, mn 
18 of the best papers, will « 2. Kates fur 
nished on special lists of Masonic, Royal Arca 
num, A. O. U, W., Knights of Pythias and all oth 
ers of this clas nd for list and rate card. GEO. 
8S. KRANT ecial Agent, 102 W. 1th St., N.Y 


‘Ts wives of advertisers in THE AMERICAN 
FARMER AND FARM NEWS and WOMAN- 
KIND wear sealskin cloaks, and the advertis 
themselves are clothed in well-fitting, tailor- 
made suits, because the “ads” in these jour: nals 
bring in lucre by the barrel. Their children— 
bless their dear hearts—are warmly clad, and 
coinfort pervades their homes. Remember that 
the circulation of these two journals ee the 
best people of this country is guaranteed to ex- 
ceed 215,000, and that GEO. S. BECK, 198 World 
Bldg, N. Y. City, isthe Eastern “ad’ 


Deg ERY merchant wants a paper of some kind, 
to judge from our mail. Only one trouble, 
they cost too much. So, to avoid this, we have 
hit upon an 8 page paper ; contains 6 pages of il 
lastrations, rt, ete., and the first and last 
pages left blank for the customer’s advertise 
ments. We ship in sheets, so that the purchaser 
can print these 2 pages at home to his own taste. 
These do work up in very attractive style, and 
are selling well. Our price helps to rush them 
off—28.00 per 1,000. Just the thing for printers 
to keep in stock. We get them up new and fresh 
every month. Dec ee ee is just out. Send 
orders to W, P. WHEELER, 132 Nassau St., N. Y. 


> 


ADDRESSES AND 


’ manager. 


ADDRESSING. 
Ss" NICHOLAS. 


$2 PAYS for PRINTERS’ INK till 1896, 


— ELS addresse: ed to order, #2per M. WEST- 
ERN AGENCY, Batavia, N. Y 


JERSONS who have facilities for bringing ad- 
vertisers and consumers into contact through 
lists of names and addre s may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order. 


Wee AWAKE advertisers use our agent’s 

gummed mail lists. These consist of 1,000 
agents’ names, gathered since Oct. 1 and printed 
on gummed paper, which sticks to a parcel like 
a posta np, thus doing away with the labo 
rious work of addre: ssing. The cost is saved in 
time, ea material. Price only 3 WEST- 
ERN N . AGENCY, Batavia, N. 
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NEW YORK 
OFFICES 


The 
Ladies’ 
Home 
Journal 








Advertisers 
and Agents 


can always obtain information § re- 
garding rates, unfilled space, vacant 
cover positions, etc., at our New 
York Offices, Metropolitan Building, 
No. 1 Madison Avenue, cor. 23d Street. 

Any special information can be im- 
mediately obtained by the use of the 
telephone. 


HOME OFFICES 
PHILADELPHIA 


The 
Ladies’ 
Home 
Journal 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES: 
No. 10 Spruce Street, New York. 
No. 


138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price : 
‘Two Dollars a year. Three Dollars a hundred ; 
single copies, Five Cents. No back numbers 


DECEMBER 13, 


NEW YORK, 1893. 





WuaTt relation cash bears to adver- 
tising space is a question possessing 
much interest to many newspaper men. 
Some light may be thrown upon the 
subject by the position taken by Hon, 
Kerr Craige of North Carolina, who is 
the present Third Assistant Postmaster- 
General of the United States. He has 
lately decided that it is permissible for 
PRINTERS’ INK to be sold to publishers 
for clubbing purposes at twenty-five 
cents a year, if paid for in cash, but 
that if sold to be paid for in advertising 
space at eight times that price the 
paper will thereby forfeit the right it 
at present enjoys of being carried in 
the mails as second-class matter. The 
iaw forbids selling a newspaper at 
nominal rates, and it is evident that 
Mr. Craige believes that any price paid 
in advertising is nominal. 

THE National Advertiser, formerly 
emanating from the Ensign Advertis- 
ing Agency, of New York, is now pub- 
lished by the Consolidated Press Co., 
of which it is said that Mr. Byron An- 
drews is the principal owner, although 
Mr. Ensign still has a financial interest 
init. The National Advertiser offers 
to exchange space in its columns for 
space in other papers, and its publishers 
think the scheme one. The 
Post-Office Department exercises no 
supervision over exchanges of this sort, 
but subscriptions paid for in advertis- 
ing are looked upon with distrust. 


a good 


THE new Book Catalogue, I92 
pages—John Wanamaker, publisher— 
is notentered at the Philadelphia post- 
office as second-class matter. It is an 
attractive publication, nevertheless— 
not less useful, we should think, than 
the World Almanac. If numbered 
consecutively, it would probably go 
through as a Christmas supplement to 
Book News. 


PRINTERS’ 


INK. 


““WAYSIDE GLEANINGS.” 
IT WAS A CASE OF POSTAL TYRANNY. 
CLINTONVILLE, Conn., Nov. 8, 1893. 
Editor of Printers’ Ink: 

The question comes up in life very often, 
“* Does it pay to be honest ?’’? We believe it 
does, although our experience in giving you a 
statement of honest circulation of the G/ean- 
Zngs would tend to prove the contrary. We 
made an honest statement, supposing you 
would treat it confidentially, and what motive 
you had in going tothe trouble of photo-en- 
graving and publishing our entire letter we 
fail to perceive. Perhaps you thought it 
would be a favor appreciated by us as an ad- 
vertisement, Perhaps you intended to kill 
the Gleanings dead with one blow, which you 
very nearly accomplished. Now, whatever 
the motive, the result is a very heavy loss to 
us, and it would seem as if a man of your in- 
telligence and experience must have foreseen 
(and we have an inward feeling that you in- 
tended it for) such an issue. The first notice 
we had that the statement had been made 
public came from an advertising agent, who 
has been sending us a very liberal share of his 
business, and with it a demand for rebate on 
back advertising, claiming short circulation, 
which we were obliged to aliow; next comes 
a flood of correspondence asking for explana- 
tions, canceling contracts, etc., etc., which 
has caused not only much trouble and loss in 
advertising business, but finally compels us to 
come before the public with an explanation 
which cannot help us a particle, but gives the 
facts and shows why we sent out only Q,000 
copies of Gleanings, asshown in the Printers’ 
Ink statement, during June, July and August. 
Some good friend (?) in his zeal to protect the 
Post-Office Department from any abuse of the 
privileges given in second-class rates, mis- 
represented the Gleanings to the department, 
and as a result the paper was thrown out of 
second-class privileges (you know what that 
means). It cost us a great deal of money, 
time and labor to get a re-entry, which we 
succeeded in doing in September, and during 

the interval we sent the Gleanings to the 
yearly subscribers only, carrying short time 
(over 30,000 three and six months’) subscribers 
over until we could send to them at second 
class rates, After having all this trouble, 
which you know means trouble enough, then 
to have your published statement, which was 
a terrible blow, made us feel as if we would 
like to have you by the throat for five minutes ; 
but we have got over it, and instead of saying 
all the mean, contemptible, devilish things that 
humanity is capable of, we merely wish to tell 
you in this mild way that you nearly killed 
one concern by your injudicious zeal to serve 
the public, and that we hereafter shall be very 
careful how we commit ourselves with honest 
circulation statements to any one. 

ours respectfully, 


AYSIDE Pus, Co. 


Perhaps it was only fair that adver- 
tisers who paid for 30,000 and received 
3,000 circulation should have a rebate. 
If the Wayside Publishing Co. violated 
a postal law, it should suffer a penalty. 
Its reinstatement after three months’ 
suspension of its rights indicates that 
it violated no law. If so, should there 
not be some redress for a business put 
in jeopardy by official interference that 
punishes first and investigates later? 





PRINTERS’ INK. 


THE advertising managers and so- 
licitors of Denver recently hada ban- 
quet at which the feature was a large 
floral hatchet bearing the motto: ‘‘ We 
Never Lie.” 


THE advertisements of the Christ- 
mas Century in the New York daily 
papers are effective, well-written, well- 
composed, and almost pretty enough 
to be worth framing. 


A WIDE-AWAKE clothier of Bliss, 
N. Y., by the name of Sidney, adver- 
tises in big type that he has not been 
to the World’s Fair, and consequently 
is able to sell goods much cheaper 
than tradesmen who have. 


CONGRESSMAN Amos J. CUMMINGS, 
of New York, introduced a bill last 
week to create an additional grade of 
letter carriers in free delivery cities 
where the revenue exceeds $50,000 a 
year. Mr. Cummings is a practical 
newspaper man of life-long experience, 
and few people understand as well as 
he the needs and possibilities of the 
postal service. 


READS THEM TWICE AND THEN SELLS 
THEM. 


Tue Newark & New York ELEevaTep | 
Roap Company. | 
Return answer to W. H. Clough. 
Jew York, Nov. 24, 1893. J 
Editor of Printexs’ Ink: 

I have in good condition the following 
numbers of PRINTERS’ INK, viz. : 

Vol. I—Nos, 18, 21, 23, 3 

Vol. II—Nos. 17, 30 to 37, inclusive, 9 

Vol. III—Nos. 1 to 27, inclusive, 27 full. 

Vol. IV—Nos, 1 to 26 26 full, 

Vol, V— Nos. 1 to 26 “ 26 full, 
Vol. VI—Nos, 1 to 26 ed 26 full. 
Vol, VII—Nos, 8 to 26 a 18 full. 
Vol, VIII—Nos, 1 to 16 ” 16 full, 

I would like to return them to you and be 
placed on your subscription list. How much 
credit can I have? I can recommend every 
number as being good reading, advertisements 
and all, having read them at least twice. | 
presume you have calls for back numbers. 
An early answer desired if you care for them, 

W. H. CrouGu. 
--- 
PRINCETON RE VOL U T IONIZED. 
PRINCETON, , Ky. -» Nov. 
Lditor of Prixters’ Ink: 

Your little teacher is a joy perpetual, I 
have revolutionized the town with it and with 
ideas I have got out of it. By this mail I 
send you a copy of my paper with the ** short’ 
and “*‘long”’ dollar Stems. Inclosed 
find a little one I have made for a local firm. 
I am ina little wayhack city of 3,000 or less, 
but it pays to take ecion: 7 INK. 

T. Sutton, 
Editor and Publisher Banner. 


17, 1893. 
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WITH VARIATIONS. 


Liston P. Evans, Drugs and Medic ines, | 
Books, Stationery and Fancy Goods. > 
Dover, Me., Dec. 5, 1893. j 

Editor of PRiNTEKS’ in K: 

While reading the latest ‘Good Morning ” 
ad of Pears’ Soap, in which they inquire if 
you have used the soap, | wondered if their 
advertisement writer had not read the story 
of the minister’s boy who said his. father 
preached his old sermons again, but hollered 
in a different place. 

The ad in question proves that it really is 
an advantage to “ holler’’ in a different place 
occasionally. L. P. Evans. 


- 
CHANGED HIS MIND. 


M, W., Rounps, Dry Goods, Ladies’ Fur- ) 
nishings and Fine Shoes, 
RicurorD, Vt., Nov. 8, 1893. ) 
Editor of Printers’ Ink: 

For some time after I subscribed for Print- 
ERs’ Ink | could not see how it was of much 
benefit to a small country dealer in advertis- 
ing in country papers. But since the ready- 
made ads have appeared I have changed my 
mind, M. W. Rounps. 

+o 
THE LITTLE SCHOOLMASTER AS A RE- 
FORMER, 


N. Y. Srare Rerormatory, | 
Exmira, N.Y., Dec. 4, 1893. f 
PrinTERS’ Ink, /0 Spruce street, New York: 

GENTLEMEN—Please put us on your sub- 
scription list for the Printers’ Ink, and bill 
same to the New York State Reformatory. 

Respectfully yours, 

Jas. B. RaTHBone, 
Acting General Superintendent. 
eo 
BAKER UNIVERSITY BENEFITED. 
Editor of Printers’ Ink: 

By this mail I send you copies of the Baker 
University /udex The first is our ordinary 
issue ; the second, a special issue with all ad- 
vertisements remodeled. I send them for 
comparison, and also to take Oopportunit to 
express my indebtedness to PRINTERS i, . 
The issue is the result of some careful study 
of that journal, 

‘ou will notice that I have not hesitated to 
borrow freely. Dan B. Brummirt, 
Business Manager. 
—e 
INSTITUT ION WILL 
ENRICHED 
SMITHSONIAN INSTITUTION, 
Wasuincron, D, C,, Dec, 4,,1893. f 
Editor of Printers’ Ink: 

Sir—The secretary authorizes me to sa 
that he is desirous of obtaining for the library 
of the Smithsonian Institution Prinrers’ Inx, 
and will be glad to send regularly in exchange 
the Smithsonian Annual Reports. 

If a full series of the journal, from volume 
one, can be secured, the Institution will be 
glad to vive in return a selection from its own 
publications, >yrus ApLEr, Librarian, 

a 

She Couldn’t Say.—The Poet: Which 
of my poems do vou think is the best ? 

She—I haven't read that one yet.—Brooklyn 
Life. 


A DESERVING BE 








PRINTERS’ INK. 
Ready-Made Advertisements, 


Original Suggestions From Vartous Contributors. 





For a Carpet House—(By G. W. lleming). | 


Foot Pads 
Arrest 


sound, increase comfort and add beauty 
to your home 

Strikes you as being cdd, does it? 
Not nearly so odd and original as the | 
designs we are showing in 


CARPETS AND RUGS 


SPREAD & LEIGH, 
44 Forty-FourtTH STREeT. 


Floor Coverings, 





For a Grocer— Ly Jed Scarboro). 

| 
| 
i 


Whet Your Appetite | 





with our ‘*GUSTO” PICKLES, packed 
in the purest malt vinegar, and prepared 
for our special importation, Therich, racy 
flavor obtained from the very finest se- 
lected spices gives a pleasant, pungent | 
pique to the appetite, which renders them 
beyond question the most delicious, and, 

the same time, the most hez lthful aid’ to| 
digestion of any pickle in the market. 
When your appetite’s whetted, remember 
we have other delicacies to satisfy your 
palate. 


PHILLUP & BUST. 


For Shi Top O’ Collum). 


WEAR 
"EM 
OUT! 


We don’t claim that our $3.00 Shoes 
won’t wear out. The point we wis 
to make is that they WON’T WEAR 
YOU OUT! 


es—(By 


For a Dry Goods House—(By H, R. Smith). 


A Pretty Wife 


We are aware that it is not the clothes a 
woman wears that make her pretty, but it 
sometimes goes a long way in making her look 


Stylish and Neat. 


In dress goods we are now showing some 
CHOICE PATTERNS which would become 
any lady. One new shade is now worn by a 
charming society belle. | 


Have You Seen Her? 


kor a Grocer— By Geo. Walt, Fleming). 


Don’t Tamper 


with your digestion. There is 
really no need of it, and besides, 
it is 


‘Dangerous. 


Sealed packets insure cleanliness, 
freedom from grit, grime or 
gravel, partially pow My readily 
assimilated, no muss, no fuss. All 
this applies to 


b] 
Crowers’ Oats. 
R. ACKER, 
Purveyor of Correct Food Supplies. 


‘Shakespeare 


Up to Date: 


Some Cloaks are born cheap 
(BECAUSE INFERIOR), 
Some achieve cheapness 
(SHELF-WORN, OUT OF STYLE), 
Some have cheapness thrust upon them 
(OUR CASE EXACTLY), 


Because of the hard times we find our stock 
of Cloaks too large for this time of year. 
Space for holiday goods is valuable, and the 
Cloaks must go, That’s why prices have been 
cut; that’s why cheapness has been thrust 
upon Cloaks. 

Cheapness is generally linked with inferior- 
ity, but not in this case, Remember that! 


DOLMAN, SACQUE & CO, 


for Coal— By C. T. Sutton). 

Cold and raw the north winds blow, 
Bleak in the morning early 

Brightly at home your fire should glow, 
For winter’s now come fairly. 


A Bright Fire 


Is extremely nice these cold morn- 
ings, but you can’t have it unless 
you use 


The Best Coal. 


You cannot get the best coal unless 
you are smart and buy it from 


Black, Diamond & Co. 


Clean as china—no dust, no clink- 
ers, and only a handful « f ashes at 
night. It is 


| 
|Crabtree Coal. 
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NO SUCH LAW EXISTS. 


HALLsTEAD, Pa., Nov. 24, 1893. 
Editor of Printers’ Ink: 

I inclose you my letter to the Third Assist- 
ant Postmaster-General in relation to the 
matter on which I wrote you some two months 
since, togther with his reply to the same, 

” What are you going to do about it?’ 

Very respectfully, 
EB. I. Gorton, Editor of Heradd. 
Office of ** Tue Heratp,” t 
HALuisTEAD, Pa., Nov. 18, 1893. f 
Tothe Third A ssistant Postmaster-General, 

Washington, D, ¢ 

I have written to ‘Privters’ Ink, of New 
York, asking the publishers to send me a 
certain number of yearly subscriptions to that 
publication, in exchange for advertising in my 
paper. ‘he publishers write me that I must 
first get your permission before they can 
make such an arrangement with me. 

Is there any postal law or regulation that 
will prevent such an interchange of commod- 
ities between publishers, or that will prevent 
you from sanctioning the scheme? An early 
reply is solicited. 


Very respectfully yours, 


. |. Gorton, 
De. ». — ' e- 


Post antes caine 


OFFICE OF THE 
TEED assfota: OSTMASTER GENESAL. 


(No wos3) 


Haakington, Por i2 2. 1489 
Repay rd canned ra 
| aN a AS 

Maltalad Pa. 


Ho Beka 
Leartx._ Pah cele 

MINIIE Zccee LD. 
Mth tadeaniaed Ganaits 
oO 2 le 
Made. a 


pecallin pene ne 


a 4 Pe -22- 7, 


Third Assistant Po ae 


MEF 


INK. 619 

The communication sent to Mr. 
Gorton from the Post-Office Depart- 
ment, in response to his inquiry, as 
here reproduced, bears : (Ist) The sig- 
nature of Mr. Craige, the third assist- 
ant postmaster-general, written with 
black ink ; (2nd) the initials of D. C. 
Fountain, the clerk who originally led 
the department into the PRINTERS’ INK 
morass, and the ink used for his ini- 
tials indicates that he also wrote the 
body of the answer ; (3rd) the initial 
of Mr. Davis, chief clerk of the office 
of the third assistant postmaster-gen- 
eral; (4th) the initials of T. Q. M., 
another clerk. 

A further examination of the de- 
partme ntal answer reveals the fact that, 
after its original preparation, it was 
edited by the addition of the word 
direct, and second time by elimi- 
nating the word well. The first 
change is made with Mr. Fountain’s 
ink, and the other with such as is used 
by Mr. Craige. 

These facts go to show that ques- 
tions like the one asked by Mr, Gorton 
do not occupy less time in the depart- 
ment than they deserve. It will be 
noted that six days were required for 
the preparation of the answer to this 
one. But, notwithstanding all this 


care, and the conference between the 


third assistant postmaster-general and 
his three assistants, the communica- 
tion still falls short of telling Mr. Gor- 
ton what he asks to be told. The de- 
partment letter says that the depart- 
ment grants no permission of this sort, 
as it is a matter over which it exercises 
no control, but neglects to tell whether 
there is any postal law or regulation 
that will prevent such an interchange 
of commodities between publishers, or 
that will prevent the department from 
sanctioning the same. It was one of 
the charges urged by Congressman 
Cummings, in his proposed investiga- 
tion of the post-office under Wana- 
maker, that it was next to impossible 
to learn from the department what is 
and what is not permissible. 

A Washington correspondent lately 
characterized Mr. Craige, the present 
third assistant postmaster-general, as 
follows: ‘* Our information of him is 
that he is a negative rather than a pos- 
itive man. He would prefer to pursue 
the even tenor of his way without lay- 
ing down any new principles, or with- 
out making any trouble for himself, 
or for anybody else. Not that he is 
lacking in official energy, but that he 
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prefers to avoid the responsibility of 
getting out of beaten paths.” The 
correspondence here exhibited would 
indicate that Mr. Craige is right 
in the beaten path, and that the old 
clerks who hold over from Wanamaker’s 
time render efficient aid in keeping 
him there. In this particular case he 
has surely divided the responsibility 
with a considerable portion of the 
office force. 
_ 


MARRIAGE BY ADVERTISEMENT 
IN GERMANY. 


In England it is looked upon as a 
thing to be ashamed of to advertise for 
a husband or wife, and where the 
method is resorted to it is only in a 
clandestine and hidden way, and in 
papers that would not be allowed in a 
respectable house, and that people, as a 
rule, would not like to be seen with, 
unless it were under pretense of a joke. 
In short, it is neither feshionable nor 
respectable in this country to advertise 
matrimonial wants; although one 
sometimes hears of comfortable settle- 
ments being made in that way. In 
Germany, however, while it may not be 
considered fashionab le, it is certainly a 


very common thing, and is not by any 


means looked down upon as an im- 
proper proceeding for persons to re- 
sort to the advertising columns of the 
daily press for matrimonial alliances. 
It is so common, indeed, that adver- 
tisements of the kind may be seen in 
some of the best papers in both Ger- 
many and Austria. 

In certain journals they are of almost 
daily occurrence. Nor are they stowed 
away in obscure corners, as one might 
fancy them being in an English paper, 
but they are arrayed in bold type, and 
take their piace quite naturally along 
with the other wants of the day. They 
are generally headed in large black 
type, *‘ Marriage,” or ‘* Heirathsge- 
such ” (Marriage-Search), and go on to 
set forth very plainly what is sought. 
The following is a good specimen of 
the sort of thing referred to. It was 
cut from a leading Vienna paper only 
a day or two ago, and the like of it may 
be seen in the same paper almost any 


day : 

WN ARRIAGE.—A young man of a good 
i family, age twenty-five, with: t private 
fortune, but hoiding a good official position, 

with splendid prospects, desires to meet with 
a young lady of means, with a view to mar- 
riage. Must be of good appearance, agreeable, 
and of an affectionate disposition. A blonde 

with blue eyes preferred. Strict confidence a 
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matter of honor, Address, with photograph, 
which shall be returned at once if not suitable, 
etc, 

It is a point strongly in favor of 
marriage, showing that it is not alto- 
gether a failure, that so many widowers 
advertise for partners; or is it that a 
widower does not find it easy to mate a 
second time? Here is a specimen of a 
widower’s advertisement : 

NV ARRIAGE.—A widower, with a daugh- 
A ter, Israelite; income 1,800 florins a 
year, seeks a companion for life. Must be an 
educated lady with a domestic turn of min 
and have a fortune of 10,000 (florins). Reply 
to L. G., 42. ——, at the ‘office of this paper. 

Then follows a line to say that none 
but principals will be dealt with. 

The question wiil naturally occur ; 
‘*Do not women, too, sometimes ad- 
vertise?”” Yes, frequently, though, of 
course, not so often as the sterner sex. 
Here is a lady’s advertisement cut from 
a South German paper a few days ago: 

EIRATHSANTRAG = (Marriage-pro- 

posal).—A lady, aged thirty-three, dark, 
of prepossessing appearance, with a substan- 
tial property, woo f in land, desires to meet 
witha gentleman of about her own age with a 
view to marriage. He must besound in health, 
passably good-looking, of gentlemanly habits 
and manners, and capable of managing landed 
property. Fortune of no consequence if of 
good family, Send photograph with letter, 
etc, 

The above is rather a commonplace 
affair and of a strictly business charac- 
ter. Generally the lady advertiser re- 
quires in the beau ideal ‘‘ domesticity 
and a loving disposition.” Sometimes 
she requires fortune in exchange for 
beauty. Probably, however, the ma- 
jority of women who advertise for hus- 
bands are widows without incumbrance 
and with a small fortune. Here is a 
specimen : 

WIDOW, thirty-nine, with a comfortable 

income, c s, good-looking, and of a 
loving disposition, desires by this means to 
find a life's companion. He must be of an 
agreeable disposition, steady in character, in- 
telligent, and—preferably—fair. Send photo- 
graph. Address, Gemuthlich, at the office of 
this paper. 

Sometimes the parents advertise : 

DISTINGUISHED family wish to 
marry their daughter, a well-brought-uj; 
good-looking girl, twenty years of age, of ele- 
gant appearance, to an active, characterful, 
imperial-royal military doctor or military offi- 
cial. eligion of minor importance. The 
young lady will have adower (in gold) of from 
twenty to twenty-five thousand (florins). Re- 
plies, which must bear the proper name, and, 
if possible, be accompanied by a photograph 
as well as proposals, which, in case of not being 
acceptable, will be at once returned, should be 
addressed to ‘* Vederemo, 155,”’ at the adver 
tisement office of this paper. Discretion a 
matter of honor. 


The above, by many, would be con- 
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sidered a real ‘‘ catch”; but here is an- 
other that appeared in the same paper, 
which should make marriageable men’s 
mouths water : 

SUITABLE party is sought in Vienna 

for a young, high!y-educated, and pretty 
woman of one of the first families, with an 
immediate dower in money of a million marks 
and a considerable inheritance later. Gen- 
tlemen of the first families, also rich and in 
good commercial or similar positions, who ave 
disposed to marry, will kindly address in con- 
fidence, H. Qu. 3464— 
at an advertisement agency. What can 
cause a lady with such personal and 
other advantages to turn to the adver- 


tisement columns for a husband? one | 


is inclined to ask. 
+-e- 
MR. EINSTEIN’S EFFORT. 


Editor of Printers’ Ink : 

A copy of your publication fell into my 
hands recently, and I enjoyed its perusal, 
although I am not a user of printers’ ink nor 
yet a doctor of publicity. One of your} 
** Ready-made Advertisements '’ reminds me 
of an experience of my friend Einstein, the 
rotund ready-made clothes man, who used 
some such advertisement to boom his per- 
petual-motion ‘* Slaughter in Pants.’ 

This is the model that struck his fancy: 
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REMEMBER 
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THING, 
BROWN’S 
CLOTHES 
FIT. 


me 
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SOME LEADING NEWSPAPERS. 


MASSACHUSETTS. 


Farm-Poultry, Boston, monthly: regular 
circulation 30,711, much larger than any other 
pebscation in Massachusetts devoted specially 

the live stock interest, or a any other 
Poultry journal in the United State: 


MISSOURI. 


MEDICAL BRIEF. | monthly. St. Louis, has 
a regular issue of 30,473 copies, guaranteed by 
American Newspaper Directory, a larger circula- 
tion than any other medical journal in the woi!d. 


PENNSYLVANIA. 


Pitt«burgh PRE ; has the largest circula- 
tion rating of any dai 8S, iy in that city, viz: 40,964 





Displayed Advertisements 
50 cents a line ; $100 a page; 25 per cent 
extra Jor sp.cified position—tf granted 
Must be handed in one week in advance. 
Greer. TELEGRAPH, the leading 
Democratic daily north of San Francirzo. 


STHMRS FOR FORCE RRR mPa, 


| | SVtrotype! Mechanical Engraving, Photo ye 
; trotype Eng. Co.,7 New Chambers St , 


ADIES’ HOME JEWEL, New Haven, Ct. 
4 A High-Class Magazine. Will pay advertisers, 


Mousechold Pilot New Ha aven 
. 


The and Modern Queen, 
Circulation extends into every State and Territ’y. 


| GERM MANI Magazine for the study of the 


German lang. and litt. For 
eA copies, rates of atvere ng. etc., address 
| GER ANIA, Manchester, N. H 














The Housekeeper, Minneapolis, 


Proof on 
| PU ration. 














And this is the way he made it talk 


‘* pants ”’ 








PANTS 
THAT 
PANT! 


REMEMBER 
THAT 
EINSTEIN’S 
A 

CLOSE 

FIT. 


a 
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Are ready-made advertisements safe ? 
Very truly, . WINDOLPH. 


ce Advertisers. 
w ashing on 
™ OPINION cw Work. 
HOPKINS & ATK crs, 
ears’ experience. 
Vrite for taformation 
don’t prove 30, a every month, 
Rate, 15c. a lin 
RAPID ADDRESSING. 

The only authentic Trade Lists, Envelopes and 
Names guaranteed absolutely correc r par- 
ticulars address F. D. BELKNAP, Prest., 314 316 
BEST 
HALF-TONE 
Single col., 

CHICAGO PHOTO ENG. CO., 185 Madison. ¥ 


ic Always p paye 
dvertisera 
Washington, D ¢ 
= FREE Will insert your ad free if we 
Once a Month, Detroit, Mich. 
Wrappers addressed in a hurry by mag pines 
Broadway. New York City. _ 
PORTRAIT, $I 1.5 F5 


A COMPARISON 4a 


During 189922 THE EVENING POST 
contained 377,862 lines more advertising 
than any other evening paper in New 
York City, a visible concession to its 
superior value as an advertising medium. 


WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 
THE PHILADELPH!A WATCH CASE CO., 
RIVERSIDE, N. J. 
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mee FRENCH 
ADS. 


PNEUMATIC TUBES 


FOR NEWSPAPER OFFICES. 
SEND FOR ESTIMATES TO 
METEOR DESPATC H CO., 
28 E. 14th St., New York. 
89 Sinse St., Boston. 
The Salem, Mass., News, uses our system 
| VAULTS SUBDIVIDED, 
| SAFES FITTED, 
||CLOSETS PARTITIONED, 
||| ROOMS SHELVED, 


Ri ub mod. Advertise- 
meh Circu 

{ment ) t- | ‘Booklets, 
French Catalo mes, 
French Pamphlets, 
French Translations 
from English and Ger- 
man. JOS. FRANCOIS, 
1500 Notre-Dame Street, 
Montreal, Canada. Canada. 


MMI 


TRE 
Sock i 


POPE RACK ‘So. or) 
St. Louis, Mo. 


STUDY LAW 
AT HOME. 


TAKE A COURSE IN THE 
Sprague Correspondence 
School of Law. 
(Incorporated ) Send ten 
cents (stamps) for 
particulars to 
J. COTNER, JA-sSEC VY 
DETROIT, MICH. 
25 Telephone Bldg 











“NEW YORK 
BRANCH : 


26 East 23d Street. 
Where will be on 

sale a stock of use 

and unused post- 


31109 404 


~ 
J 


age stamps, Ad- 
dress all mail mat- 
ter to Bethlehem, 


SNOIL 





= Publications That Pay Advertisers.” 


A Book for PR = oo the names 
of weekly and monthly public: ations that give 
results. Nothing like it has ever before been 
issued, and it will be found of great value to 
present and intending advertisers, and an aid 
to a judicious selectionof mediums, Full of val 
uable information, not to be had elsewhere. Over 
two hundred cash orders were received from ad 
vertisers and others from the first circular sent 
out. Bound in cloth. Mailed on receipt of price, 
£7.00. B. L. CRANS, 10 Spruce St., 

(Room No. 4.) New York City. 
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Are You a ———-—_ 


Clubman? 


If so, you must know that the 
enterprising, moneyed men cf a 
| community usually belong to one 
or more clubs. In the Club Cat- 
alogue for 1893 are the names 
of 2,500 clubs, including social, 
political, literary, dramatic clubs; 
'sporting, athletic, bicycle and 
|kennel clubs; yacht, boat and 
canoe clubs. In order to bring 
PRINTERS’ INK to the notice 
of this influential and progressive 
class of men, and with a hope of 
securing subscriptions and bring- 
ing under its weekly instructions 
the members, counting from a 
few score to several thousand in 
each club, 


A SAMPLE COPY 


/O0f the issue of JAN. 3, 1894, 
iwill be mailed to every one of 
| these addresses. Although this 
wil make a considerable addition 
[to the regular issue of 


Printers’ 
Ink, 


|the regular advertising rates will 
|prevail. Publishers who are de- 
'sirous of bringing their mediums 
| before the most substantial class 
of business men should embrace 


this opportunity. This edition 
Will Reach Every 
Clubman. 
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THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, = = = = {5,500. 
Advertisers find IT PAYS! 


ADVERTISERS “ Keep your eye on 
GODEYS” 


because the reading gg are getting, 
rough us, 


** & for tho price of 1,”” 
which means—* Practicall 
American Periodical Free.” 


Arent 
af 1) 


GRICULTURAL PAYS 


DVERTISING® 
*x ASSOCIATE LIST x 
WEEEKLIES—8 
opeka, Kas. 
Lincoln, Neb. 
..Des Moines, Towa 








Kansas Farmer 
Nebraska Farme 
Towa Homestead.. 
Field and_Farm.. 
Farmers’ Home..... 
Stock Grower & Far., L 
Rky. Mt. Husbandman, W § 8., Mont, 
Hoard’s Dairyman, Ft. Atkinson, Wis, 
SEMI-MONTHLIES——3 
2 Dakota Farmer uron, 8. D. 
N. W. Far. & Breeder, St, Paul, Minn. 
Western Plowman Moline, Ills. 


1——_MONTHLY—1 
Home, Field & Forum, Guthrie, O. T, 


>STAR OF * THE EAST 

? National Stockman and Farmer, 
Pittsburgh, Pa. 

Write for estimate on your ad. to 

FRANK B. WHITE, Manaaer, 

649-51 THe Rooxerny. CHICAGO, ILL. 


J.C. BUSH, Eastean Representative, 
Times Buitoina, NEW YORK, N. Y. 
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your choice of any | 
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WANTED, 


Advertising Manager 


| 


With knowledge of Papers and Rates. 
MUST HAVE 
PUSH — IDEAS —— SNAP. 


Young Man who can Travel Preferred. 


| cnn 

A good firm, offering good place to the 
right man. 

| Applicants must give full name, with all 
particulars. These will be confidential. 


Address 
“SNAP,” care Printers’ Ink. 


THE Post-Office Department has no- 
tified PRINTERS’ INK that it is permis- 
sible, within certain limits, to sell the 
paper to other publishers, for clubbing 
purposes, at a very low cash rate, but 
that if the subscriptions are paid for in 
advertising space at three, four, or even 
jeight times as much it will forfeit the 





: i. | right of the paper to be carried in the 


mails as second-class matter. PRINT- 
ERS’ INK has applied to the Depart- 
ment for information as to where the 
postal law or regulation may be found 
that makes it legal to sell a subscrip- 
tion for 25 cents in cash, and illegal to 
sell the same paper to the same person 
for the same purpose for $2, payable 
in advertising. In the meantime, cor- 
respondence is solicited with publish- 
ers who wish to obtain subscriptions 
for PRINTERS’ INK for clubbing pur- 
poses. 








One bottle for fifteen cents, 
Twelve bottles for one dollar, 


by mail. 





R-I-P- 


AeN?S 
— 





Ripans Tabules are the most effective rec- 
ipe ever prescribed by a physician for any 
disorder of the stomach, liver or bowels. 


Buy of any druggist anywhere, or send price to 
THE RIPANS CHEMICAL COMPANY, ro Spruce Sr., New York, 
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NUTSHELL TRUTHS. 


af nghe Edition of Comrort fills Eleven 
2 Cars, goes to fifty-six thousand, eight 
ye < ae d and twenty-one Post-Offices, and 
0S ces penetrates one million, two hundred 
| -— nty-one thousand, eight hundred and 
thirty-three Homes. 
ComForT has given us far better returns 
than any other publication we have used.— 
a Mfg. Co., Asthma Cure, New York. 
MFORT heads the list.—Marchal & 
4 snith Piano Company, New York. 
Their Red Letter Da ComFortT “yot right there” last season, as 
{ —— —J. J. Bell, Seedsman, Flowers, N. Y. 
MFORT ranks at the top.—Typewriter 
He ee ete Renny New York. 
ComForT paid us nicely, hence we have 


increased our space.—Kouse, Hazard & 
Co., Cycles, Peoria, Ill, 


If you have anything useful and prac- 
tical? from the every-day necessities of 
life to the labor-lessening, money-saving, 
comfort-bringing commodities for the 
household, the garden, the farm, the fac- 
tory, and the workshop, it will pay you to 
advertise in CoMFORT. 

our ia etter a The thrifty multitude scattered through- 
cnaiiaen = length =< noone of ea 
n city, town, and country— : 
—— MIDDLE CLASSES, who are keenly alive 
to everything needful for Home, Health, 
and Happiness, and whose purchases 
amount to many millions monthly—these 

are the people who read CoMFORT. 


The Gannett & Morse Concern, publishers Comrort. Home 


Space of agents or of us. 
New York, Tribune Building. 


office, Augusta, Maine ; Boston, 228 Devonshire St. ; 


PUBLISHERS 


Make [Heir Own Ratinos. 








Seven years’ trial has demonstrated the effectiveness of the plan adopted by 


the American Newspaper Directory for eliminating the circulation liar. 





Every publisher, who believes that it will be for his advantage to have the pub- 
lic made aware of what have been his actual issues for the period of a full year, may accom- 
plish that result at no expense to himself if he takes the trouble to prepare and furnish, for 
the use of the American Newspaper Directory, a definite statement of the actual number of 
complete copies printed of each issue for a full year. A publisher who prefers a form of state- 
ment more easily prepared may state that, within the full year preceding the date of his 
report, no issue has consisted of fewer complete copies than the number he sets down. 
Every true report of either of the two sorts here indicated will be accepted by the pub- 
lishers of the Directory, and the circulation of the paper will be rated in accordance, and the 
accuracy of the circulation rating will be guaranteed by the publishers of the Directory by a 
forfeit of $100, to be paid to the first person, in each instance, who proves that the Directory 
has been imposed upon by an untruthful report. In order to avoid taking too great a risk, 
the publishers of the Directory find it necessary to insist that an acceptable report, the cor- 
rectness of which is to be guaranteed by them, shall bear on its face the statement that it 
covers the period of a full year, and shall be signed with a pen by some person whose connec- 
tion with the paper is stated or apparent. ‘The following is a complete list of the rewards 
heretofore paid for the discovery of untruthful ratings in the Directory: In 1888, case of 
Waukegan (IIl.) Gazette ; in 1889, case of Madison (Wis.) Skandinavisk Tribune; in 1891, 
case of Prospect (Ohio) ‘Advance; in 1892, case of St. Louis (Mo,) Anzeiger des Westens, 
case of Atlanta (Ga.) Dixie Doctor, case of San Francisco (Cal.) Morning Cail ; in 1893, 


case of Muskogee (Ind, Ter.) Our Brother in Red. 
Edition for 1893; 1776 pages. Price, Five Dollars. 
GEO. P. ROWELL & CO., Publishers, 


Offices, 10 Spruce Street, New York. 
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WRADADASARAAYS 


Common Setise 


is what most folks like—common sense, and may be a little 


homely philosophy. 
I try to combine common sense, directness and every-day 


logic in my writing. It wins. 
ay, if they are the right kind. That’s a branch of “business 
have been very successful in Write to me about it. 





on? 


LLISLGLOGSSSY 


NESE 


, 


Circulars 
writing” 


CHARLES AUSTIN BATES, *'sxss,72088: | 
a ounmsngennpecsnesseneeenses 
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ampbell Printing Press & Mfg. Co. 


‘The Pa New Model * Web. ‘ 160 William Street, Now York. 


‘WE CAN RUN IT.'' 
Yours truly, 
A SMALL MAN AND A BIG BoY- 


rar TUE TS 
=) eh 





NYTHING 
A 2 

DVERTISING 
CHAS. K. HASPIiTT, 
Two-Thirty-One 


BROADWAY, 
NEW YORK. 








MOTH DISP, z 
ch) guinen aie rs. 














PRINTERS’ INK. 


AAARAAABRRABARABBEASD SAAASBRAALBARARABRERAABAROBRE 


What Horace Greeley Meant 


BY 


“GO WEST, YOUNG MAN.’’ 


—e 

The full meaning of Mr. Greeley’s oft-quoted 
remark was simply to emphasize the fact that 
opportunity, natural resources, a rich soil, all the 
conditions that reward labor, thrift and skill, 
were to be found there in more abundance and 
under more favorable conditions than in any 
other part of the United States. The West has 
been growing so rapidly, and the increase in 
wealth so large that the means of supplying the 
wants of the people have never kept pace with 
its increasing population, ‘The vast emigration 
to the West is made up of intelligent Germans, 
Swedes and Norwegians, with a good sprinkling 
of ambitious and thrifty young merchants from 
the East. 

The Western States have few idlers outside of 
the large cities. Skilled and agricultural labor of 
every description is always in demand at good 
prices ; hence there is always a good, healthy 
market for the manufactured products of the 
East —~ agricultural implements, hardware of 
every description, farm wagons, mechanics’ tools, 
labor-saving devices, clothing for men and 
women, boots and shoes, and a hundred and one 
other articles of necessity and comfort, and a very 
good demand even for articles of luxury. 

Have you anything to sell which you believe is 
required by the people who live in Ohio, Indiana, 
Illinois, Wisconsin, Iowa, Nebraska, Michigan, 
South Dakota, or any other portion of the Great 
West? If so, we commend to your attention 
and consideration the 1350 odd newspapers com- 
posing our Co-operative Newspaper Union Lists, 
which are strictly family journals, having the con- 
fidence of their readers, and in many cases the 
only weekly publications for their respective 
towns and counties. 
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For catalogue and further information, address 
CHICAGO NEWSPAPER UNION. 
Main Office : Nos. 87 to 93 So. Jefferson St., Chicago. 
Eastern Office: No. 10 Spruce St. (2d floor), New York. 
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COMPETENT TO EXPRESS AN 
OPINION, 














Mr. S, C. BeckwitTr, 


Speaking of Geo. P. Rowell & Co.’s 
American Newspaper Directory, Mr. 
S. C. Beckwith, the most success- 
ful of the New York special agents, 
says : 

‘© T see it wherever I go. 

‘* Prominent advertisers are con- 
stantly consulting it. 

‘“When I approach an advertiser 
for a paper that I represent, the first 
thing he does is to spring Rowell on 
me. 

‘‘He hunts up the city and the 
paper; looks at the rating the Direct- 
ory gives, and then is ready to listen 
to me; but not till then. 

‘*'The new plan that permits plac- 
ing an advertisement where an adver- 
tiser’s eye may see it, at the very time 
when he is consulting the Directory 


for the purpose of deciding what pa- 


INK, 


pers to use in a specified State or city, 


627 


pleases me, 
“* Tt has lead me to urge all of my 


| papers strongly to use advertising 
space in the Directory for 1894. 

‘*An advertisement in such a posi- 
tion cannot be skipped. 

‘* The advertiser sees the advertise- 
ment at just the moment when he is 
most interested in finding out about 
the particular paper. 


“i 


and its statements well expressed, it 


the advertisement is truthful 


cannot fail to do good, 


‘*T have already placed orders for 





five of my papers, four being for a full 
! 
page each, and one for a quarter of a 
page, and every one is in the best po- 
| sition, 

** Before the book goes to press I hope 
to have all of my papers represented 
in it, and I realize that the sooner the 


| order is in the freer my choice of posi- 


| . . 
¥ will be. 


““It was my personal knowledge 


and experience of the power of the 


to be of service to me that has 


a 


induced me to obtain these orders. I 


| have not been asked to do so. No so- 


licitor has approached me. 
** This book has practically obliter- 
ated the idea that a newspaper direct- 


ory is a blackmailing affair. It treats 
friends and foes all alike; and every 
publisher may have his circulation 
| stated exactly as it is, if he knows him- 


self and will tell. 

‘*A book rendering such a service 
to the better class of newspapers de- 
serves to be patronized and _ protected, 


aided and encouraged,” 
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Offices using 


Mergenthaler Linotypes 


in the 


United States and Canada. 


New York Tribune. 

New York World. 

York Herald. 

York Times. 

New York Staats Zeitung. 
New York Morning Journal. 
New York Recorder. 


New 
New 


New York Press. 

New York Journal of Commerce 
and Commercial Bulletin. 

New York Daily News. 

New York Wall Street Journal. 

New York Engineering News. 

New York Catholic News. 

New York Christian Herald. 

New Bedford Standard. 

New Haven News. 

Harrisburgh (Penn.) State Printer. 

Harrisburgh Morning Call. 

Hartford (Conn.) Times. 

Hartford (Conn.) Courant. 

Houston Post. 

Indianapolis Sentinel, 

Indianapolis Journal. 

Jacksonville (Fla.) Times-Union. 

James O. Clephane, New York. 

Los Angeles (Cal.) Times-Mirror. 

Madison (Wis.) Democrat. 

Macon (Ga.) Telegraph. 

Meriden (Conn.) Republican. 

Memphis Scimitar. 

Memphis Commercial. 

Mobile Register. 


—— so 


Buffalo Express. 

Buffalo ‘Times. 

Buffalo Enquirer. 

Buffalo Commercial. 

Buffalo Courier. 

Brooklyn Standard-Union. 

Concord People and Patriot. 

Cleveland Plain Dealer, 

Cleveland Anzeiger. 

‘heyenne (Wyo.) Sun. 

‘hattanooga Times. 

‘hicago Ledger and Blade. 

‘hicago Daily News. 

chicago Abendpost. 

‘chicago Freie Presse. 

‘incinnati Freie Presse. 

cincinnati Commercial Gazette. 

cincinnati Volksfreund. 

‘olorado Sun. 

Solumbia (S. C.) State. 

Yolumbia (S. C.) State Printer. 

Denver Times. 

Denver, Rocky Mountain News. 

Denver, Smith-Brooks Printing 
Company. 

Detroit Tribune. 

Detroit Free Press. 

Dallas (Tex.) News. 

Elmira Gazette. 

Evansville (Ind.) Journal. 

Erie (Pa.) Herald. 

Fort Worth Gazette. 

Galveston News. 





The Mergenthaler Linotype Co., 


TRIBUNE BUILDING, NEW YORK. 
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Offices using 


Mergenthaler Linotypes 


in the 


United States and Canada. 


Toronto Globe. 
Toronto Mail. 
Hamilton Spectator. 
Vancouver World. 
Victoria Times. 
Montreal Witness. 
Albany Journal. 
Albany Century Press. 
Albany, New York State Printer. 
Augusta Chronicle. 
Atlanta Constitution. 

Astoria (Ore.) Daily Astorian. 
Ann Arbor (Mich.), 
Evening Times. 

Baltimore News. 
Baltimore, Friedenwald & Co. 
Binghamton Republican. 
Boston Post. 

St. Paul Pioneer Press. 

St. Paul, West Publishing Co. 
Syracuse Courier. 

Syracuse Standard. 

Syracuse Journal. 

Salt Lake Tribune. 

Salt Lake Herald. 

Tacoma (Wash.) Ledger. 
Toledo Bee. 

Toledo Blade. 

Troy Press. 

Troy Times. 

Wheeling (W. Va.) News. 
Washington (D. C.) Star. 
Washington (D. C.) Post. 


Washtenaw 


Newark Advertiser. 

New Orleans Picayune. 

New Orleans Times-Democrat. 

New Orleans States. 

Oil City (Pa.) Derrick. 

Paterson, New Jersey’ Flying 
Post. 

Providence Telegram. 

Providence Journal. 

Philadelphia, North American. 

Philadelphia Record. 

Port Huron (Mich.) Commercial 
Tribune. 

Peoria Transcript. 

Rochester Democrat and Chronicle. 

Rochester Union and Advertiser. 

Richmond (Va.) Times. 

Richmond (Va.) Dispatch. 

Salem (Ore.) Statesman. 

San Antonio (Tex.) Express. 

Seattle (Wash.) Telegraph. 

Springfield (Mass.) Republican. 

Springfield (Mass.) Union. 

St. Joseph Daily News. 

St. Joseph Gazette. 

St. Joseph Herald. 

St. Louis Chronicle. 

St. Louis Star-Sayings. 

St. Louis Republic. 

Montgomery Advertiser. 

Milwaukee Journal. 

Milwaukee Herold. 

Minneapolis (Minn.) Tribune. 


The Mergenthaler Linotype Co., 


TRIBUNE BUILDING, NEW YORK. 
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HE SUNDAY RECORDER of yesterday pub- 

lished 82 columns of displayed advertisements— 

10 columns more than the World, and 44 

columns more than its next nearest competitor. 

In short, TITE RECORDER led the metropolitan press 

again yesterday in this matter of displayed advertising. 

And to lead in the amount of displayed advertisements is 

only possible to a paper that leads, in the opinion of the 

largest retail merchants of the city, as a channel of com- 
munication with the shopping and buying classes. 

THE RECORDER enjoys that lead because it is the 
home-reaching newspaper of Greater New York, and the 
homes are where the shoppers come from. 

Only two New York dailies printed a total amount of 
advertisements at all approaching that which was printed in 
THE RECORDER. The next nearest journal in the 
showing—that is, the paper standing No. 4 in the compara- 
tive table of total advertising—printed 44 columns less than 
this journal. Newspaper No. 5 printed 48 columns less. 
The 7riiune and the 77imes, bunched together, printed 14 
columns lessthan THE RECORDER alone. Comparisons 
of this kind might be extended much further, but it would 
be needlessly cruel. 

The newsdealers’ orders for THE SUNDAY RE- 
CORDER of yesterday, showing the sales of 125,618 copies 
of it, are printed in their appointed place. These figures 
show a gain of 1,599 copies in a fortnight.—Mew York Re- 


corder, Monday, Pec. 4,'93. 
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GOOD RESULTS 
“HARD TIMES.” 


In the face of these ‘‘ Hard 
Times’”’ are not the following 
letters convincing proof of 
the GOOD RESULTS to be de- 
rived from advertising in the 


Agricultural Epitomist 


LrgontA, Franklin County, Pa., Nov. 22, 1893. 

Mr. E. CousBB FULLER—DEAR Sir : I keep a careful record of results of my advertising, 
and would say that if I were to use but a dozen mediums the Eprromist would be one o 
the number. Yours with respect, Geo. W. PaRK, Seedsman and Florist. 

INDIANAPOLIS, Ind., Nov. 11, 1893. 

EPITOMIST PUBLISHING Co., City—GENTLEMEN : Your communication of the 20th received 
and noted. During last spring’s advertising we were very careful to keep a correct and 
accurate account of the returns we received from the different papers in which we had 
placed advertisements, and we feel as if we had been amply repaid for all we had given 
the EPpIromIstT, as our records show that we received more inquiries apeaioning the Epito- 
MIST than of any other paper. We will be with you again this year. Yours truly, 

THE HUNTINGTON SEED Co., T. V. Page, Sec’y and Treas. 
ERIE, Pa., Nov. 24, 1898. 

E. CuuBB FULLER, EsqQ., Indianapolis, Ind.—DEaR Sir: Concerning the EPITOMIST as an 
advertising medium we beg to say that we consider it one of the best we have ever used. 
Our returns from your journal have always been satisfactory, and we have good reason to 
believe that your circulation is not overstated. We have used, during the past three years, 
nearly all the leading agricultural weekly and monthly journals, and we are happy tostate 
that none of them have given any better results than the Eprromist. Yours truly, 

LAKE Erie Mra. Co., Washing Machines. 
CuIcago, Nov. 22, 1893. 

EPIToMIsT Pus. Co., Indianapolis, Ind.—GENTLEMEN : Replying to your favor of Nov. 20th : 
We began to advertise in the year 1886 in most of the papers in the United States, and kept 
it up until we began to keep a check sheet, checking every one of our orders, so that we 
knew at the end of each year just how many sawing machines each paper had sold for us. 
Any paper that did not pay us we threw out, until we have weeded out everything except 
what we call the cream of newspapers. From the fact that we have included the AGRI- 
CULTURAL EPITomIsT in our list we think it unnecessary to say any more regarding its mer- 
its. It has always been one of the best papers on our list, and last year it paid us better 
than ever before. In fact, this last year it was second to no paper for the money it cost us. 

Respectfully yours, FOLDING SAWING MACHINE Co. 
CINCINNATI, Ohio, Nov. 21, 1898. 

THE EPITOMIST PUBLISHING Co., Indianapolis, Ind.—GenTs: In handing you our full e 
advertisement for December would say that we have found the EprroMIsT to be one of the 
best advertising mediums we have ever used. It not only brings inquiries, but results. We 
have had the pleasure of recommending it to several of our friends lately. 

Yours respectfully, THE WILBER H. Murray Mrc. Co., Buggies and Harness. 
ROCHESTER, N. Y., Nov. 23, 1893. 

EPITOMIST PUBLISHING Co., Indianapolis, Ind.—D&arR Sirs: In reply to yours of the 20th 
inst. would say: We are advertising in several large magazines and about fifty newspapers. 
As near as we can judge the EptromistT is doing us as good service for the money as any of 
the others, and better than a very large part of them. We shall hope to be with you next 
year, with a six months’ contract. We also find your paper full of interest, having once 
been’ a farmer. I usually take it home from the office and read it over, in preference to 
most of the papers of the same class that come to my desk. We are yours very truly, 

ROCHESTER RADIATOR Co. 





JANUARY, FEBRUARY AND MARCH, 
150,000 COPIES EACH ISSUE. 
FORMS FOR JANUARY CLOSE DECEMBER 1sth. 


Special Editions, 75 cents per agate line. An order for three or more con- 
secutive insertions will be accepted at the regular rate of 60cents per agate line. 


EPITOMIST PUBLISHING CO., 


eas INDIANAPOLIS, IND., 
or responsible Advertising Agents, 
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| | , 
| re: 
| 
| on | IF YOU WISH TO ADVERTISE 
ie }.ANYTHING, ANYWHERE, AT 
a | | ANY TIME, WRITE TO THE 
| | ° | GEO. P. ROWELL ADVERTIS- | 
ll n er | INQ CO., 10 SPRUCE ST., N. Y. 
| — 
Evenings 





| READING OF DAILY AND FAMILY | 
'|| PAPERS AND AFFORD THE BEST | 
|| OPPORTUNITY FOR THE GENERAL | 
| ADVERTISER TO INTRODUCE HIM- 
SELF TO THE GREAT ARMY OF 
CONSUFIERS. 

HOW TO SELL MORE GOODS IS 
|| NOW THE IMPORTANT QUESTION. | 
| A JUDICIOUS AND LIBERAL PAT- || 

RONAGE OF THE BEST ADVERTIS- 
ING MEDIUMS WILL ACCOMPLISH IT 


Use 
| | “€ DO NOT HIDE YOUR LIGHT | Them 


UNDER A BUSHEL, BUT RE- 


| GIVE TIME FOR MORE CAREFUL | 
| | 
| 

























MEMBER WELL THE POWER 


or re Pace To your 
Advantage | 
: | 















